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(pictorially or verbally), whether the viewer is given some 
reference point for encoding the picture (framed or not 
framed), and the type of claim made (objective, subjective, 
or characterization) have a significant effect on the pro- 
cessing of the information presented in the advertisements. 
These differences in processing are also shown to affect the 
viewer's brand attitudes and purchase intentions. 


ENGLEDOW, Jack L. see Acito, Franklin et al. (Septem- 
ber 1980). 


ENGLEDOW, Jack L. see Anderson, Ronald D. (March 
1977). 


ETGAR, Michael and Stephen A. GOODWIN (1982), One- 
Sided versus Twu-Sided Comparative Message Ap- 
peals for New Brand Introductions, 8 (March), 
460-464. 


ETGAR, Michael and Naresh K. MALHOTRA (1981), De- 
terminants of Price Dependency: Personal and Per- 
ceptual Factors, 8 (September), 217—222. 


Using a conjoint measurement approach to elicit part- 
worths of five different quality cues (including price), this 
study shows that reliance on price for product/brand qual- 
ity varies across subgroups. It was found that extent of cue 
utilization depends on an individual’s perception of the 
product quality concept. Price was used primarily to assist 


in predicting the economic performance of a product/ 
brand. 


ETZEL, Michael J. see Bearden, William O. (September 
1982). 





F 
FAISON, Edmond W. J. (1977), The Neglected Variety 


Drive: A Useful Concept for Consumer Behavior, 4 
(December), 172-175. 
Comment: Rogers, 6 (June 1979), 88. 


FARLEY, John U., Jerrold KATZ, and Donald R. LEH- 
MANN (1978), Impact of Different Comparison Sets 
on Evaluation of a New Subcompact Car Brand, 5 
(September), i38—142. 
To reduce the burden on subjects, a five-wave national tele- 
phone panel used to track the introduction of a new brand 
of subcompact automobile evaluated a different subset of 
competing brands. MANOVA revealed significant differ- 


ences in the evaluation of both the new brand and an es- 
tablished brand. 


FARLEY, John U., Donald R. LEHMANN, Russell S. 
WINER, and Jerrold P. KATZ (1982), Parameter Sta- 
bility and ‘“‘Carry-Over Effects’ in a Consumer De- 
cision-Process Model, 8 (March), 465—471. 


FARLEY, John U. see Lehmann, Donald R. et al. (Decem- 
ber 1974). 


FELDMAN, Laurence P. and Jacob HORNIK (1981), The 
Use of Time: An Integrated Conceptual Model, 7 
(March), 407-419. 


This paper provides an integrated treatment of time activ- 
ity analysis including a structural definition of time, a sys- 
tematic array of time constructs, and a multidisciplinary 
time use model. A paradigm of consumer time use is out- 
lined, and avenues for future research are suggested. 


FERBER, Marianne A. and Bonnie G. BIRNBAUM 
(1977), The ‘‘New Home Economics’’: Retrospects 
and Prospects, 4 (June), 19-28. 

Problems with models used to investigate the economics of 
the household are described. Special emphasis is given to 
the issue of rationality in the allocation of time, the appro- 
priateness of the family as the relevant unit, and the im- 
portance of life-cycle changes. Contributions economists 
can make using the “new home economics” to provide a 
basis for rational decision making are discussed. 
Comments: Robinson, 4 (December 1977), 178. Reid, 4 (De- 
cember 1977), 181. 

Rejoinder: Ferber and Birnbaum, 4 (December 1977), 183. 


FERBER, Marianne A. and Bonnie G. BIRNBAUM 

(1980), One Job or Two Jobs: The Implications for 
Young Wives, 7 (December), 263-271. 
This study estimates the total lifetime contribution of the 
wife to the family, given various patterns of labor force 
participation, and finds it to increase considerably as her 
labor force participation increases. This helps to explain 
the rapid influx of women into the labor market. It is also 
suggested, however, that the continued heavy commitment 
to housework, especially during the child-rearing years, re- 
mains a barrier to equality in the labor market. 


FERBER, Robert (1976), Guest Editor’s Introduction, 2 
(March), vi. 


FERBER, Robert (1976), Statement of Objective and Fu- 
ture Goals of JCR, 3 (September), vi. 

FERBER, Robert (1977), Can Consumer Research be In- 
terdisciplinary? 4 (December), 189-192. (Editorial). 

FERBER, Robert (1977), Research by Convenience, 4 
(June), 57—58. (Editorial). 


THE JOURNAL OF CONSUMER RESEARCH 


FERBER, Robert (1979), How Not to Write a Prize-Win- 
ning Article, 5 (March), 303-305. (Editorial). 


FERBER, Robert (1981), Where Two Heads Are Better 
Than One, 7 (March), 425-426. (Editorial). 


FERBER, Robert and Lucy Chao LEE (£974), Husband- 

Wife Influence in Family Purchasing Behavior, 1 
(June), 43-50. 
Using the concept of a family financial officer (FFO), the 
family is found to be not homogeneous in its financial and 
purchase behavior. Thus, if the husband is the FFO, the 
couple is more likely to save a higher proportion of income 
and in variable dollar forms, and to purchase automobiles 
less frequently. 


FILIATRAULT, Pierre and J. R. Brent RITCHIE (1980), 
Joint Purchasing Decisions: A Comparison of Influ- 
ence Structure in Family and Couple Decision-Mak- 
ing Units, 7 (September), 131-140. 

Comparisons of perceived influence structure within house- 
hold decision-making units of differing composition re- 
vealed substantial variations in patterns of role dominance 
and response consensus. The result also indicated that al- 
though children had relatively little perceived influence on 
the vacation and accommodation selection decisions stud- 
ied, they may still affect the outcome of particular choices. 


FINE, Seymour H. (1980), Toward a Theory of Segmen- 

tation by Objectives in Social Marketing, 7 (June), 
1-13. 
Two consumer characteristics—objectives (goals) and 
strategies (decision rules)—are investigated as possible cri- 
teria in market segmentation, and a method is proposed 
for inferring them from behavior. A decision-rule model 
and an ensuing decision-process model are specified and 
then empirically estimated with data from a nutrition sur- 
vey in a developing society. Segments based on decision 
rules were found to have between-group heterogeneity, 
which was substantiated by the decision-process, an econ- 
ometric model. 


FISHER, Edwin B., Jr. see Battalio, Raymond C. et al. 
(September 1974). 


FOLKES, Valerie S. (1984), Consumer Reactions to Prod- 

uct Failure: An Attributional Approach, 10 (March), 
398—409. 
Attribution theory provides the framework for predicting 
consumer responses to product failures. Study 1 surveyed 
reasons for and reactions to product failure and Study 2 
manipulated reasons in an experiment. Reasons for prod- 
uct failure influenced reactions such as desiring a refund 
or an exchange for the product, perceiving that an apology 
is owed the consumer, and wanting to hurt the firm’s busi- 
ness. 

FOOTE, Nelson N. (1974), Commentary on Katona, ‘‘Psy- 
chology and Consumer Economics,” 1 (June), 11—12. 

FORD, Gary T. see Bloom, Paul N. (December 1979). 

FORMISANO, Roger A., Richard W. OLSHAVSKY, and 
Shelley TAPP (1982), Choice Strategy in a Difficult 
Task Environment, 8 (March), 474-479. 


FORNELL, Claes (1983), Issues in the Application of Co- 
variance Structure Analysis: A Comment, 9 (March), 
443-448. 

FORNELL, Claes and William T. ROBINSON (1983), In- 
dustrial Organization and Consumer Satisfaction/ 
Dissatisfaction, 9 (March), 403-412. 





AUTHOR INDEX 


This study brings together the fields of industrial organi- 
zation and consumer research in an attempt to account for 
variations in consumer dissatisfaction among product cat- 
egories. A major portion of these variations is empirically 
accounted for by distributional and cost/size factors. The 
theoretical explanations behind the empirical associations 
are discussed in the context of the correspondence between 
economic theory and consumer data. 


FOX, Karen D. see Nickols, Sharon Y. (Septeniber 1983). 


FOXALL, Gordon R. (1975), Social Factors in Consumer 
Choice: Replication and Extension, 2 (June), 60-64. 
The general conclusions of Rich and Jain (1968), which 
question the usefulness of life cycle and social class con- 
cepts as predictors of consumer behavior, are challenged. 
Data for food products and durables suggest a more posi- 
tive association. 


FRANK, Ronald E. (1974), The Journal of Consumer Re- 
search: An Introduction, 1 (June), iv-v. (Editorial). 


FRASER, Cynthia and John W. BRADFORD (1983), 
Competitive Market Structure Analysis: Principal 
Partitioning of Revealed Substitutabilities, 10 
(June), 15-30. 


In this paper, Competitive Market Structure Analysis 
(CMSA) is introduced. The approach is based on a behav- 
ioral model of revealed consumer substitution and utilizes 
principal component analysis of revealed substitutabilities 
to identify groups of competing brands or products in a 
market. The proposed partitioning criterion, the Index of 
Revealed Substitutability (IRS), yields estimates of the de- 
grees of competition between all pairs of items in a market 
through use of household interpurchase times. The pro- 
posed partitioning methodology, Principal Partitioning 
(PP), identifies groups of competing items through the use 
of principal component analysis of IRS values. Through 
combination of the partitioning criterion measure and 
methodology, competitive market structures are analyti- 
cally identified. 


FRY, Joseph N. see Claxton, John D. et al. (December 
1974). 


FURSE, David H., Girish N. PUNJ, and David W. STEW- 
ART (1984), A Typology of Individual Search Strat- 
egies Among Purchasers of New Automobiles, 10 
(March), 417-431. 


Cluster analysis of questionnaire data used to identify six 
distinctive external information search patterns among 
purchasers of new automobiles. Two of the shopper clus- 
ters had not been clearly specified in prior research— 
namely, an advisor-assisted shopper group and a highly 
self-reliant shopper group. An effort to cross-validate the 
typology using data obtained from automobile sales per- 
sonnel was partially successful. It is hypothesized that 
these strategies are reflections of heuristic decision pro- 
cesses which reflect both individual difference character- 
istics and the purchase situation. 


G 


GARCIA, Gillian (1980), Credit Cards: An Interdisciplin- 
ary Survey, 6 (March), 327-337. 
The literature on credit cards from the disciplines of eco- 
nomics, finance, law, marketing, and sociopsychology is 
summarized and integrated, and a model of supply and 
demand in a rationed market is presented. 
Comment: Hirschman, 7 (March 1981), 420. 
Rejoinder: Garcia, 7 (March 1981), 422. 


469 


GARDNER, Meryl P. (1983), Advertising Effects on At- 
tributes Recalled and Criteria Used for Brand Eval- 
uations, 10 (December), 310-318. 


An information processing framework is used to investigate 
the effects of prominence in an advertisement on attribute 
recall and use in subsequent brand evaluation. The me- 
diating effects of self-perceptions of familiarity and pro- 
cessing task are examined. A target attribute was more 
likely to be recalled and nontarget attributes were less 
likely to be recalled when the target attribute was promi- 
nent in the advertisement than when it was not prominent. 
Also, a target attribute was more likely to affect brand eval- 
uation when it was prominent and the evaluator was fa- 
miliar with the product, regardless of the individual's pro- 
cessing task upon exposure. 


GEISTFELD, Loren V. (1977), Consumer Decision Mak- 
ing: The Technical Efficiency Approach, 4 (June), 
48-56. 


This paper outlines a consumer decision-making aid which, 
in principle, could help reduce the problems associated 
with the large quantities of increasingly complex infor- 
mation necessary for purchase decisions. The limi:ations 
and potential of this method are discussed, and an example 
is given. 

GELB, Betsy D. and Mary C. GILLY (1979), The Effect 
of Promotional Techniques on Purchase of Preven- 
tive Dental Care, 6 (December), 305-308. 


GELB, Betsy D. see Gilly, Mary C. (December 1982). 


GELLER, E. Scott (1981), Evaluating Energy Conserva- 
tion Programs: Is Verbal Report Enough? 8 (Decem- 
ber), 331-335. 


GENTRY, James W. see Dickerson, Mary Dee (September 
1983). 


GERNER, Jennifer L. see Bryant, W. Keith (September 
1981). 


GIBSON, Wendy see Goldberg, Marvir: E. et al. (Septem- 
ber 1978). 


GIESEKE, Robert J. see Carlson, John A. (March 1983). 


GILLY, Mary C. and Betsy D. GELB (1982), Post-Pur- 
chase Consumer Processes and the Complaining 
Consumer, 9 (December), 323-328. 


This paper addresses the issue of post-purchase processes 
of consumers who complain about purchase experiences. 
Hypotheses about complaining consumers’ satisfaction or 
dissatisfaction with organizational response and their sub- 
sequent repurchase behavior are proposed and empirically 
tested using data from consumers who complained to a 
major oil company. 


GILLY, Mary C. see Gelb, Betsy D. (December 1979). 


GLEASON, Terry C. see Robertson, Thomas S. et al. 
(December 1979). 


GOLDBERG, Marvin E. (1977), Identifying Relevant Psy- 
chographic Segments: How Specifying Product 
Functions Can Help, 3 (December), 163-169. 


Two psychographic instruments were developed and vali- 
dated. Moderate correlations between these measures and 
preferences for rmeaningfully grouped sets of products pro- 
vided a degree of parsimony in explaining patterns of con- 
sumer preference. Further, there was some evidence that 
appropriately selected, psychographic measures might be 
able to predict actual choice behavior for clearly differen- 
tiated consumer segments. 





470 


GOLDBERG, Marvin E. and Gerald J. GORN (1977), 
Children’s Reactions to Television Advertising: An 
Experimental Approach, 1 (September), 69-75. 
Both the effects of a child’s expectancy of receiving a toy 
and the number of TV commercials he sees for the toy were 
examined in an experimental paradigm. In a 3 x 3 facto- 
rial design, eight to ten year old boys (N = 133) were pre- 
sented with low, moderate or high expectancies of obtain- 
ing a toy, followed by 0, 1 or 3 exposures to a TV 
commercial for the toy. 


GOLDBF‘°G, Marvin E. and Gerald J. GORN (1978), 
Some Unintended Consequences of TV Advertising 
to Children, 5 (June), 22-29. 
The results of this study with preschool subjects suggest 
that TV advertising directed at children may: (a) lead the 
child to select material objects over more socially oriented 
alternatives, (b) potentially increase parent-child conflict, 
and (c) lead to a more disappointed, unhappier child. 


GOLDBERG, Marvin E., Gerald J. GORN, and Wendy 

GIBSON (1978), TV Messages for Snack and Break- 
fast Foods: Do They Influence Children’s Prefer- 
ences? 5 (September), 73-81. 
When offered a choice of highly sugared or more whole- 
some snack and breakfast foods, first graders’ choices re- 
flected their TV exposure experience. Those who viewed 
commercials for highly sugared foods opted for more (ad- 
vertised and nonadvertised) sugared foods. Those who 
viewed pro-nutrition Public Service Announcements chose 
more fruits, vegetables, etc. A 24-minute animated pro- 
gram “Junk Food” was most effective in reducing the num- 
ber of sugared foods selected. 


GOLDBERG, Marvin E. see Gorn, Gerald J. (September 
1977), (March 1980), (September 1982). 


GOLDEN, Linda L. see Mizerski, Richard W. et al. (Sep- 
tember 1979). 


GOLDMAN, Arieh and J. K. JOHANSSON (1978), Deter- 

minants of Search for Lower Prices: An Empirical 
Assessment of the Economics of Inferma:ion Theory, 
5 (December), 176-186. 
The usefulness of the economics of information framework 
for the explanation of consumer search behavior is as- 
sessed. Various hypotheses regarding search behavior are 
tested using panel data on gasoline purchases. It is shown 
that relatively little of the behavior can be explained by 
the economics of information framework. 


GOLDSTEIN, Eric see Lambert, Zarrel V. et al. (June 
1980). . 


GOODMAN, John A. see Hauver, James H. et al. (Jun 
1981). 


GOODWIN, Stephen A. see Etgar, Michael (March 1982). 


GORN, Gerald J. and Marvin E. GOLDBERG (1977), The 

Impact of Television Advertising on Children from 
Low Income Families, 4 (September), 86—88. 
A study on TV advertising and low income children sug- 
gested that even one exposure to a commercial produced 
favorable attitudes towards the advertised product. Addi- 
tional exposures were necessary, however, to influence the 
children to expend more effort than the control group to 
obtain the advertised product. 


GORN, Gerald J. and Marvin E. GOLDBERG (1980), 
Children’s Responses to Repetitive Television Com- 
mercials, 6 (March), 421-424. 


THE JOURNAL OF CONSUMER RESEARCH 


GORN, Gerald J. and Marvin E. GOLDBERG (1982), Be- 
havioral Evidence of the Effects of Televised Food 
Messages on Children, 9 (September), 200-205. 
Two weeks of daily exposure to televised food and beverage 
messages at a summer camp altered five- to eight-year-old 
children’s afternoon snack choices. Children who viewed 
candy commercials picked significantly more candy over 
fruit as snacks. Eliminating the candy commercials proved 
as effective in encouraging the selection of fruit as did ex- 
posing the children to fruit commercials or nutritional 
public service announcements. 


GORN, Gerald J. see Goldberg, Marvin E. (September 
1974), (June 1978). 


GORN, Gerald J. see Goldberg, Marvin E. et al. (Septem- 
ber 1978). 


GRAHAM, Robert J. (1981), The Role of Perception of 
Time in Consumer Research, 7 (March), 335--342. 
Consumer decision process models seem to assume a par- 
ticular perception of time usually associated with Euro- 
pean-Americans. The models need to be expanded to be 
really applicable for people who hold different perceptions 
of time. This paper reviews three different perceptions of 
time, and shows how changes in the models are necessary 
to accurately understand the behavior of people who hold 
these different perceptions. 

Comment: Shimp, 9 (June 1982), 116 
Rejoinder: Graham, 9 (June 1982), 119. 


GRAINER, Marc A. see Hauver, James H. et al. (June 
1981). 


GRANBOIS, Donald H. and John O. SUMMERS (1975), 
Primary and Secondary Validity of Consumer Pur- 
chase Probabilities, 1 (March), 31-38. 


The predictiveness of probabilistic purchase intentions 
data gathered from husbands and wives responding both 
independently and jointly is studied. Both aggregate tests 
(secondary validity) 2nd a measure of individual predictive 
accuracy (primary validity) suggested by the Bayesian lit- 
erature on subjective probability assessment are used. 


GRANBOIS, Donald H. see Olshavsky, Richard W. (Sep- 
tember 1979), (December 1980). 


GRANBOIS, Donald H. see Rosen, Dennis L. (September 
1983). 


GREEN, Paul E. (1974), On the Design of Choice Exper- 
iments Involving Multifactor Alternatives, 1 (Sep- 
tember), 61-68. 


Empirical studies of multifactor choice making can easily 
generate thousands of combinations if full factorial designs 
are used. A set of procedures—orthogonal arrays and in- 
complete block designs—are proposed and illustrated as 
ways to reduce significantly the number of combinations 
while retaining other desirable features of balanced exper- 
imental designs. 


GREEN, Paul E. and Frank J. CARMONE (1977), Seg- 
ment Congruence Analysis: A Method for Analyzing 
Association Among Alternative Bases for Market 
Segmentation, 3 (March), 217-222. 


Multidimensional contingency table analysis is applied to 
questions of which set of variables should constitute the 
distinguished base from which segments are formed. Em- 
pirical applications that illustrate a general analytical ap- 
proach and possible uses of the methodology in segmen- 
tation studies of consumer behavior are a!so discussed. 





AUTHOR INDEX 


GREEN, Paul E., Frank J. CARMONE, and David P. 

WACHSPRESS (1976), Consumer Segmentation via 
Latent Class Analysis, 3 (December), 170-174. 
A nontechnical description of latent clats analysis and a 
discussion of the CANDECOMP procedure and its appli- 
cation to consumer adoption of a new telecommunications 
service is presented with some suggestions for other areas 
in consumer and market research where latent class anal- 
ysis might be of use. 


\ 

GREEN, Paul E., J Douglas CARROLLjand Wayne S. 
DESARBO (1981), Estimating Choige Probabilities 
in Multiattribute Decision Making, & (June), 76-84. 
The Bradley-Terry-Luce (BTL) model is adapted and ap- 
plied to choice problems arising in multiattribute decision 
making, and is compared with three other models in an 
experiment dealing with employer choice in a job-seeking 
cortext. Results of the experiment indicate that the BTL 
adaptation provides a reasonably accurate model of sub- 
jects’ subjective probabilities, as elicited by the constant- 
sum scaling technique. 


GREEN, Paul E. and Wayne S. DESARBO (1978), Addi- 
tive Decomposition of Perceptions Data Via Conjoint 
Analysis, 5 (June), 58—66. 


While conjoint analysis has been applied to a wide variety 
of problems in preference analysis, it has heretofore not 
been used to analyze similarities data. A method for deal- 
ing with this problem is described and illustrated on a 
small set of empirical data. 


GREEN, Paul E. and Michael T. DEVITA (1974), A Com- 

plementarity Model of Consumer Utility for Item 
Collections, 1 (December), 56-67. 
A model is developed that portrays certain types of inter- 
actions as well as main effects in consumer evaluation 
tasks. The model is illustrated with menu preference data 
and its potential use in other types of multiattribute choice 
situations is described. 


GREEN, Paul E. and Michael T. DEVITA (1975), An In- 
teraction Model of Consumer Utility, 2 (September), 
146-153. 


The main-effects, additive utility model is extended to in- 
clude two-factor interaction via a two-stage data collection 
procedure. The model is applied illustratively to a set of 
menu preferences data. The article concludes with a dis- 
cussion of the model’s implications for consumer behavior 
theory. 


GREEN, Paul E., Vithala R. RAO, and Wayne S. 

DESARBO (1978), Incorporating Group-Level Simi- 
larity Judgments in Conjoint Analysis, 5 (December), 
187-193. 
While conjoint analysis has been typically applied to pref- 
erence-type contexts, it is possible to include similarity 
judgments in the analysis as well. A procedure is reported 
for obtaining group-level similarity judgments to describe 
relationships between real objects and profile descriptions. 
The method is applied to respondent preferences for va- 
cation sites. 


GREEN, Paul E. and V. SRINIVASAN (1978), Conjoint 
Analysis in Consumer Research: Issues and Outlook, 
5 (September), 103-123. 


Since 1971 conjoint analysis has been applied to a wide 
variety of problems in consumer research. This paper dis- 
cusses various issues involved in implementing conjoint 
analysis and describes some new technical developments 
and application areas for the methodology. 


471 


GREEN, Robert T., Jean-Paul LEONARDI, Jean-Louis 

CHANDON, Isabella C. M. CUNNINGHAM, Bronis 
VERHAGE, and Alain STRAZZIERI (1983), Societal 
Development and Family Purchasing Roles: A Cross- 
National Study, 9 (March), 436-442. 
To date, there have been relatively few attempts to inte- 
grate the cultural dimension into knowledge of consumer 
behavior. This paper focuses on the cross-cultural dimen- 
sion of family purchasing roles. We discuss a theory devel- 
oped by Rodman (1972) that attempts to place the findings 
of marital power studies in cultural context; introduce an 
analytical technique called correspondence analysis that 
can be used to analyze family decision-making data col- 
lected across cultures; and present the results of a five-na- 
tion family decision-making study to illustrate how Rod- 
man’s theory and correspondence analysis can be 
empioyed in cross-cultural research. 


GRETHER, David and Louis WILDE (1984), An Analysis 

of Conjunctive Choice: Theory and Experiments, 10 
(March), 373-385. 
This paper develops a theoretical framework in which the 
conjunctive choice rule can be analyzed and reports on a 
set of laboratory experimerts designed to test that theory. 
initially the conjunctive choice rule is formulated as a con- 
strained optimization problem. The solution to this prob- 
lem is then used to identify simpler versions of the rule 
that require less computational sophistication. In experi- 
ments designed to test this theory, all subject pools con- 
formed to a particular simplified conjunctive rule. 


GROSSBART, S. L. see Mittelstaedt, R. A. et al. (Septem- 
ber 1976). 


GUILTINAN, Joseph B. see Monroe, Kent B. (June 1975). 
GUPTA, Rajinder see Banks, Seymour (December 1980). 


GUROL, Metin N. see Armstrong, Gary M. et al. (Decem- 
ber 1979). 


H 


HAFSTROM, Jeanne L. and Marilyn M. DUNSING 
(1978), Socioeconomic and Sociai-Psychological In- 
fluences on Reasons Wives Work, 5 (December), 
169-175. 


The reason wives work was investigated to provide insight 
into one process leading up to consumer behavior. Support 
was found for hypotheses that both socioeconomic and so- 
cial-psychological variables determine reasons wives work 
and that determinants of these reasons are different for 
wives in higher and lower income families. 


HAGERTY, Michael R. (1978), Model Testing Techniques 
and Price-Quality Tradeoffs, 5 (Decembery, 194-205. 
Two model testing techniques are described that comple- 
ment the usual conjoint measurement tests. The methods 
are demonstrated by modeling how tradeoffs are made be- 
tween price and quality in choosing a hypothetical restau- 
rant. Results from a convenience sample show that a sub- 
tractive, and not a ratio, model can represent the data. 


HAINES, George H. (1975), Commentary on Ratchford, 
2 (September), 77-79. 

HANNA, Sherman see Wagner, Janet (December 1983). 

HANSEN, Flemming (1976), Psychological Theories of 
Consumer Choice, 3 (December), 117-142. 


This article presents an overview of psychologists’ ap- 
proaches to consumer choice and generates several hy- 





472 


potheses for studying the choice process in different situ- 
ations 

HANSEN, Flemming (1981), Hemispheral Lateraliza- 
tion: Implications for Understanding Consumer Be- 
havior, 8 (June), 23-36. 
This paper reviews the findings of studies on hemispheral 
lateralization, and argues that most models of consumer 
behavior imply brain functioning normally associated with 
the left brain. It is proposed that several misunderstood 
aspects of consumer behavior can be explained, making use 
of recent findings on the function: of the right brain. 
Special methodological problems associated with the 
study of hemispheral lateralization are also pointed out. 

HANSEN, Richard W. see Munsinger, Gary M. et al. 
(March 1975). 


HANSSENS, Dominique M. see Pessemier, Edgar A. et 
al. (December 1977). 


HARRELL, Gilbert D. see Bennett, Peter D. (Ses:craber 
1975). 


HARVEY, James W. see Wilson, David T. et al. (March 
1975). 

HAULMAN, Clyde A. see Archibald, Robert B. et al. 
(March 1983). 


HAUSER, John R. and Glen L. URBAN (1979), Assess- 
ment of Attribute Importances and Consumer Utility 
Functions: von Neumann-Morgenstern Theory Ap- 
plied to Consumer Behavior, 5 (March), 251-262. 
Von Neurnann-Morgenstern utility theory is a promising 
method to measure and model consumer preference. Its theo- 
retical foundations provide explicit risk measures and testable 
behavioral conditions for alternative preference models. This 
paper summarizes selected results from the theory, addresses 
measurement and validity issues, and discusses the applicabil- 
ity of the theory to consumer research. 

HAUVER, James H., John A. GOODMAN, and Marc A. 

GRAINER (1981), The Federal Poverty Thresholds: 
Appearance and Reality, 8 (June), 1-10. 
Although derived from the USDA economy food plan, the 
Federal poverty thresholds have no real basis in a criterion 
of nutritional adequacy, but are a relative measure of pov- 
erty, suggesting that biological minima cannot be used to 
define poverty in a developed country. 

HEBERLEIN, Thomas A., Daniel LINZ, and Bonnie P. 

ORTIZ (1982), Satisfaction, Commitment, and 
Knowledge of Customers on a Mandatory Partici- 
pation Time-of-Day Electricity Pricing Experiment, 
9 (June), 106—114. 
Customer satisfaction, commitment, and knowledge were 
measured in a mandatory participation time-of-day elec- 
tricity pricing experiment. Even with peak to off-peak price 
ratios as high as 8:1 and peak periods as long as 12 hours, 
customer satisfaction remained high. Over 80 percent of 
the customers reported some commitment to shifting ap- 
pliance use, although customer knowledge of peak hours 
and price ratios was incomplete. 

HELGESON, James G., E. Alan KLUGE, John MAGER, 
and Cheri TAYLOR (1984), Trends in Consumer Be- 
havior Literature: A Content Analysis, 10 (March), 
449-454. 

While a comprehensive review and classification of con- 
sumer behavior literature has been called for periodically, 
none has been forthcoming. This paper attempts partially 
to rectify this situation. It classifies by several key variables 


THE JOURNAL OF CONSUMER RESEARCH 


32 wears of consumer behavicr literature {rom selected 
journals and proceedings 


HENION. Xarl E. (1981), Energy Usage and the Con- 


server Society: Review of the 1979 AMA Conference 
on Ecological Marketing, 8 (December), 339-342. 


HENRY, Walter A. (1980), The Effect of Information-Pro- 


cessing Ability on Processing Accuracy, 7 (June), 
42-48. 
The effects of individual differences in information-pro- 
cessing ability were explored in conjunction with increas- 
x levels of information complexity. The accuracy of a 
en information-processing task was found to be signifi- 
cantly correlated with both individual ability and level of 
information complexity. Evidence was also found to indi- 
cate that wide variations in processing ability can be ex- 
pected among consumers. 


HENSHER, David A. see Louviere, Jordan J. (December 


1983). 


HESLOP, Louise A., Lori MORAN, and Amy COUSI- 


NEAU (1981), “Consciousness” in Energy Conser- 
vation Behavior: An Exploratory Study, 8 (Decem- 
ber), 299-305. 

An analysis of six years of electricity consumption, along 
with questionnaire data, highlights the importance of 
household characteristics and family size in predicting 
electricity consumption. Of the attitudinal variables, only 
price consciousness appears to be related to energy use; 
neither social responsibility nor energy and environmental 
consciousness measures were related to energy use. 


HESLOP, Louise A. and Adrian B. RYANS (1980), A Sec- 


ond Look at Children and the Advertising of Premi- 
ums, 6 (March), 414—420. 


The effects of advertising to children on the desire for a 
cereal product, product requests, and product selection, 
while varying the levels of premium emphasis, are exam- 
ined in an experimental setting involving children’s inter- 
action with their mothers. The results suggest that such 
advertising may have a marginal impact on preferences, 
but little effect on final choice. 


HIRSCHMAN, Elizabeth C. (1979), Differences in Con- 


sumer Purchase Behavior by Credit Card Payment 
System, 6 (June), 58—66. 


A conceptualization of the relationships between alterna- 
tive payment systems and various environmental and be- 
havioral variables, which may serve as a preliminary the- 
oretical framework for analyses of payment systems, is 
outlined. Findings designed to test a portion of this con- 
ceptualization are presented, and directions for future re- 
search extensions are cited. 


HIRSCHMAN, Elizabeth C. (1980), Innovativeness, Nov- 


elty Seeking, and Consumer Creativity, 7 (Decem- 
ber), 283-295. 


A conceptual framework is presented that incorporates 
three constructs highly relevant to consumer behavior— 
innovativeness, novelty seeking, and consumer creativity. 
A fourth construct, role accumulation, is also discussed. A 
model of the relational linkages among these constructs is 
developed, together with their definitions and a method- 
ology to develop operational measures. Research implica- 


tions and applications of this conceptual framework are 
discussed. 


HIRSCHMAN, Elizabeth C. (1981), Comments on ‘Credit 


Cards: An Interdisciplinary Survey,’ 7 (March), 
420-421. 





AUTHOR INDEX 


HIRSCHMAN, Elizabeth C. see Holbrook, Morris B. (Sep- 
tember 1982). 


HOFFER, George E. see Crafton, Steven M. (September 
1980). 


HOFFER, George E. see Wetzel, James (September 1982). 


HOLBROOK, Morris B. (1977), Comparing Multiattri- 


bute Models by Optimal Scaling, 4 (December), 
165-171. 


A method is proposed for determining the best possible fit 
that can be obtained by rescaling the multiplicative com- 
ponents of multiattribute attitude models. This optimal 
scaling approach is illustrated on both cross-sectional and 
intra-individual data. It is concluded that valid compari- 
sons between the performance of competing multiattribute 
attitude models must be made between optimally scaled 
versions. 


HOLBROOK, Morris B. (1977), More on Content Analysis 
in Consumer Research, Comment on “‘Content Anal- 


ysis. . .” by Harold H. Kassarjian, 4 (December), 
176-177. 


HOLBROOK, Morris B. (1983), Using a Structural Model 
of Halo Effect to Assess Perceptual Distortion due to 
Affective Overtones, 10 (September), 247-252. 
Ferceptual distortion due to affective overtones can cause 
problems for consumer research on evaluative judgments. 
This paper proposes and illustrates a method for estimat- 
ing such perceptual biases via a structural model of halo 
effect. In this application, a reanalysis of some data origi- 
nally reported elsewhere indicates the model’s usefulness 


in assessing perceptual distortion due to affective over- 
tones. 


HOLBROOK, Morris B. and Elizabeth C. HIRSCHMAN 
(1982), The Experiential Aspects of Consumption: 
Consumer Fantasies, Feelings, and Fun, 9 (Septem- 
ber), 132-140. 


This paper argues for the recognition of important exper- 
iential aspects of consumption. Specifically, a general 
framework is constructed to represent typical consumer 
behavior variables. Based on this paradigm, the prevailing 
information processing model is contrasted with an exper- 
iential view that focuses on the symbolic, hedonic, and es- 
thetic nature of consumption. This view regards the con- 
sumption experience as a phenomenon directed toward the 
pursuit of fantasies, feelings, and fun. 


HOLBROOK, Morris B. and Joel HUBER (1979), Sepa- 
rating Perceptual Dimensions from Affective Over- 
tones: An Application to Consumer Aesthetics, 5 
(March), 272-283. 


Different types of perceptual distortion due io affective 
overtones are identified. A procedure, which deals with 
problem: of distortion more comprehensively than com- 
peting methods, is proposed and illustrated in the case of 
consumer aesthetics. The resulting bias-free joint space is 
clearly interpretable and performs relatively well in pre- 
dicting affect. 

HOLBROOK, Morris B. and Donald R. LEHMANN 
(1981), Allocating Discretionary Time: Complemen- 
tarity Among Activities, 7 (March), 395-406. 
Analysis of complementarity among 50 discretionary activ- 
ities suggests: (1) the greater meaning of partial (versus 
simple) correlational measures; (2) the validity of seven 
a priori sets of complements; (3) the usefulness of multi- 
dimensionally scaled correlations in identifying two key 
activity dimension—intellectual effort and physical exer- 
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tion; and (4) implications for both marketing and public 
policy. 


HOLBROOK, Morris B. and William L. MOORE (1981), 


Feature Interactions in Consumer Judgments of Ver- 
bal Versus Pictorial Presentations, 8 (June), 103-113. 
In consumer judgments of product designs, the numbers of 
additive and configural feature effects are apt to differ be- 
tween verbal and pictorial stimulus presentations. A study 
of judgmental responses to sweater designs suggests the 
significant occurrence of feature interactions, a tendency 
for pictorial (versus verbal) displays to evoke more main 
effects, and a tendency for pictorial displays to promote 
cue configurality when one controls for type of informa- 
tion-processing strategy. 


HOLBROOK, Morris B., William L. MOORE, and Rus- 


sell S. WINER (1982), Constructing Joint Spaces 
from Pick-Any Data: A New Tool for Consumer Anal- 
ysis, 9 (June), 99-105. 

The recently developed “pick-any” approach to data col- 
lection and analysis is described and illustrated by exam- 
ples that support its face validity, reliability, and conver- 
gent validity with other multidimensional scaling 
techniques. Some solutions to problems that arise in ap- 
plying the pick-any procedure are suggested, and potential 
extensions are proposed for use of the procedure in percep- 
tual mapping applications. 


HOLBROOK, Morris B. see Moore, William L. et al. (Sep- 


tember 1982). 


HORNIK, Jacob and Mary Jane SCHLINGER (1981), 


Allocation of Time to the Mass Media, 7 (March), 
343-355. 


This study examines the link between lifestyle, demograph- 
ics, and media time use. Specifically, use of each medium 
and overall media time use is related to certain socioeco- 
nomic and demographic characteristics, psychographic di- 
mensions, and leisure-time pursuits. The pervasiveness of 
media time use in daily activities is indicated in the results. 
Although much media exposure is discretionary, people 
seem to need some minimal level of weekly media contact. 


HORNIK, Jacob see Feldman, Laurence P. (March 1981). 
HOUSTON, Douglas A. (1983), Implicit Discount Rates 


and the Purchase of Untried, Energy-Saving Durable 
Goods, 10 (September), 236-246. 


Many consumers appear to rationally calculate the net 
worth of a household investment, but a substantial minor- 
ity may lack the skills or alertness to perceive an invest- 
ment opportunity and initiate analysis. Intentions to en- 
gage in complementary activities play an important role 
in the investment decision. 


HOWARD, John A. see Laroche, Michel (March 1980). 


HOWARD, John S. see Lehmann, Donald R. et al. (De- 
cember 1974). 


HUBBARD, Raymond (1978), A Review of Selected Fac- 


tors Conditioning Consumer Travel Behavior, 5 
(June), 1—21. 


The present paper reviews certain of the characteristics of 
the consumer’s spatial behavior. Specifically, the signifi- 
cance of the nearest center postulate, spatial indifference 
principle, and temporal considerations are examined, to- 
gether with an assessment of the importance of retail- 
attraction, socioeconomic-status, and cultural-racial fac- 
tors in conditioning travel patterns. 
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HUBER, Joel (1975), Bootstrapping of Data and Deci- 
sions, 2 (December), 229-234. 
Bootstrapping is a way of improving human decisions by 
replacing raw judgments with a simple model of those 
judgments. Past work in the bootstrapping of decisions is 
reviewed ari it is shown that the same technique can be 
used to upgrade the quality of data used by behavioral 
scientists. 


HUBER, Joel, John W. PAYNE, and Christopher PUTO 
(1982), Adding Asymmetricaily Dominated Aiterna- 
tives: Violations of Regularity and the Similarity 
Hypothesis, 9 (June), 90-98. 


An asymmetrically dominated alternative is dominated by 
one item in the set but not by another. Adding such an 
alternative to a choice set can increase the probability of 
choosing the item that dominates it. This result points to 
the inadequacy of many current choice models and sug- 
gests product line strategies that might not otherwise be 
intuitively plausible 


HUBER, Joel and Christopher PUTO (1983), Market 
Boundaries and Product Choice: Illustrating Attrac- 
tion and Substitution Effects, 10 (June), 31-44. 


What happens to the share of choices each item receives 
when the choice set boundaries are extended by adding a 
new item that is extremely good on one dimension but poor 
on the others? First, there is a substitution effect whereby 
the new item takes choice share mainly from similar items 
in the set. Second, there is an attraction effect resulting in 
a general shift of preference toward the added item. Ex- 
perimental studies show that choice patterns conflict with 
current theoretical and common-sense ideas about the ef- 
fect of added alternatives on choice. 


HUBER, Joel see Holbrook, Morris B. (March 1979). 


HUETTNER, David A. see Kasulis, Jack J. et al. (Decem- 
ber 1981). 


HUNT, Janet C. and B. F. KIKER (1981), The Effect of 
Fertility on the Time Use of Working Wives, 7 
(March), 380-387. 


By applying data from the Panel Study of Income Dynam- 
ics to a household utility maximization model, it was found 
that number and presence of young children tend to in- 
crease, whereas “quality” of children tends to decrease, the 
time wives devote to household production (including child 
care). 


HUNT, Shelby D. see Smith, Robert E. (December 1978). 
HUNTER, John E. see Danes, Jeffrey E. (June 1980). 


HUTTON, R. Bruce and Dennis L. MCNEILL (1981), The 
Value of Incentives in Stimulating Energy Conser- 
vation, 8 (December), 291-298. 


In the fall of 1979, the United States Department of Energy 
implemented the Low Cost/No Cost Energy Conservation 
Program in six New England states. Results of a consumer 
experiment show that the use of incentives significantly 
increased consumer response. 


HUTTON, R. Bruce and William L. WILKIE (1980), Life 
Cycle Cost: A New Form of Consumer Information, 
6 (March), 349-360. 


This paper introduces an intuitively appealing option for 
consumer policy on the energy crisis. Results of a consumer 
experiment indicate that life cycle cost can be communi- 
cated, and could produce energy-efficient purchases yield- 
ing savings of over four billion dollars per year by 1985. 
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JACCARD, James see Sheluga, David A. et al. (September 
1979). 


JACKSON, Douglas N. see Ahmed, Sadrudin A. (Marcia 
1979). 


JACKSON-BEECK, Marilyn and John P. ROBINSON 
(1981), Television Nonviewers: An Endangered Spe- 
cies? 7 (March), 356-359. 

Time use is described for adults who recorded no television 
viewing in diaries kept in conjunction with the 1975-76 
University of Michigan national probability survey on time 
use. Results show nonviewers more active than viewers in 
almost all forms of activity involving work, child rearing, 
recreation, personal care, education, and social interaction. 


JACOBY, Jacob (1984), Perspectives on Information 
Overload, 10 (March), 432-435. 


JACOBY, Jacob, Robert W. CHESTNUT, and William 
SILBERMAN (1977), Consumer Use and Compre- 
hension of Nutrition Information, 4 (September), 
119-128. 


Survey data consistently find that the majority of con- 
sumers say they want and are willing to pay for nutrition 
information. The six studies described here suggest that 
most consumers neither acquire such information when 
making a purchase decision nor comprehend most nutri- 
tion information once they receive it. 


JACOBY, Jacob, Donald E. SPELLER, and Carol Kohn 
BERNING (1974), Brand Choice Behavior as a Func- 
tion of Information Load: Replication and Exten- 
sion, 1 (June), 33-42. 


The hypothesis that finite limits exist to the amount of in- 
formation consumers can effectively use was tested by op- 
erationalizing information load in terms of number of 
brands and amount of information per brand provided. The 
results of an experiment involving 192 housewives tend to 
confirm this hypothesis. 


Comment: Russo, 1 (December 1974), 68. 


Rejoinder: Jacoby, Speiler, and Berning, 2 (September, 
1975), 154. 


JACOBY, Jacob, George J. SZYBILLO, and Carol Kohn 
BERNING (1976), Time and Consumer Behavior: An 
Interdisciplinary Overview, 2 (March), 320-339. 
Despite the fact that time pervades every aspect of human 
behavior, consumer researchers have given it scant atten- 
tion. Our objective is to stimulate much-needed conceptual 
and empirical attention regarding the relationships be- 
tween time and consumer behavior. The approach adopted 
here is to review what has been published on the subject 
in the fields of economics, sociology, home economics, psy- 
chology, and marketing and to advance a rudimentary ter- 
minology appropriate for the exploration of these relation- 
ships. 


JACOBY, Jacob, George J. SZYBILLO, and Jacqueline 
BUSATO-SCHACH (1977), Information Acquisition 
Behavior in Brand Choice Situations, 3 (March), 
209-216. 


A behavioral process methodology was utilized to examine 
the amount and type of information acquired by consumers 
from package panels prior to making purchase decisions. 
Consumers selected few information dimensions from 
larger information arrays, with brand name and price most 
frequently selected. Less information was selected when 
brand name was available, perhaps because brand name 
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serves as information “chunk”’ in consumer decision-mak- 
ing. 
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1974). 


JACOBY, Jacob see Sheluga, David A. et al. (September, 
1979). 


JAIN, Arun K. (1975), A Method for Investigating and 

Representing Implicit Social Class Theory, 2 (June), 
53-59. 
This article presents an approach to identify and represent 
information about social class structures implicit in the 
informal descriptions of social class given by naive com- 
munity members. The report offers a methodology, de- 
scribes a pilot study, and presents results using the pro- 
posed methodology. 

JAIN, Arun K. see Mahajan, Vijay et al. (December 1978). 


JOHANSSON, J. K. see Goldman, Arieh (December 
1978). 

JOHNSON, S. R. see Morgan, Karen J. et al. (June 1979). 

JOHNSTON, Wesley J. see Bonoma, Thomas V. (Septem- 
ber 1979). 


JOLIBERT, Alain J. P. and Gary BAUMGARTNER 
(1981), Toward a Definition of the Consumerist Seg- 
ment in France, 8 (June), 114-117. 

JUSTER, F. Thomas (1974), Commentary on McNeil, 1 
(December), 12-15. 
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KAGEL, John A. see Battalio, Raymond C. et al. (Septem- 
ber 1974). 


KAKKAR, Pradeep see Bettman, James R. (March 1977). 


KASSARJIAN, Harold H. (1977), Content Analysis in 
Consumer Research, 4 (June), 8-18. 
The use of documentary evidence such as historical rec- 
ords, novels, existing advertisements, and photographs has 
been little used in consumer research. This paper presents 
an exposition of content analysis methodology and, tan- 
gentially, reviews the existing studies in consumer behav- 
ior using this rich approach. 
Comment: Holbrook, 4 (December 1977), 176. 


KASSARJIAN, Harold H. and James R. BETTMAN 
(1982), Editorial, 9 (June), 1-3. 

KASSARJIAN, Harold H. and James R. BETTMAN 
(1983), From the Editors’ Briefcases and Black- 
boards, 10 (June), iv—vi. 

KASSARJIAN, Harold H. and James R. BETTMAN 
(1984), Tenth Anniversary Editorial, 10 (March), v—vi. 

KASSARJIAN, Harold H. see Nakanishi, Masao et al. 
(September 1974). 


KASULIS, Jack J., David A. HUETTNER, and Neil J. 
DIKEMAN (1981), The Feasibility of Changing Elec- 
tricity Consumption Patterns, 8 (December), 279-290. 
Time-of-day pricing, information feedback, group meter- 
ing, appliance stocks, and demographic variables are ex- 
amined as a means of synchronizing the demand of resi- 
dential electricity. Peak and off-peak power were found to 
be weak substitutes in this 20-month study. Verbal re- 


475 


sponses indicated that information feedback served as a 
reminder to schedule activities, and that group metering 
reduced incentives. 


KASULIS, Jack J., Robert F. LUSCH, and Edward F. 

STAFFORD, Jr. (1979), Consumer Acquisition Pat- 
terns for Durable Goods, 6 (June), 47-57. 
Durable goods will be the fastest growing sector of the con- 
sumer market in the 1980’s. Through Guttman scalogram 
analysis, consumer acquisition patterns for twelve hetero- 
geneous durables are examined. Ownership patterns are 
compared through split-half analyses, across data collected 
in two consecutive years, and between types of dwelling 
units. 


KATONA, George (1974), Psychology and Consumer Eco- 
nomics, 1 (June), 1-8. 
Psychological analysis of consumers’ spending and saving 
behavior in response to inflation, recession, or increased 
assets and inventories is shown to result in findings that 
differ from generalizations presented by traditional eco- 
nomic analysis. The paper indicates the usefulness of the 
methods applied in behavioral studies of economic pro- 
cesses. 


KATZ, Jerrold see Farley, John U. et al. (September 
1978), (March 1982). 


KEHRET-WARD, Trudy and Richard YALCH (1984), To 
Take or Not to Take the Only One: Effects of Chang- 
ing the Meaning of a Product Attribute on Choice 
Behavior, 10 (March), 410-416. 


It was hypothesized that for females and children under 
the age of 11, the probability of choosing a unique product 
could be influenced by controlling the valence of the re- 
sulting dispositional attribution. A label was used to in- 
crease the availability of positive attribution (‘‘I will be 
unique’’) versus a negative one (“I will be selfish”). Labeled 
females and younger children were significantly more 
likely to choose the unique product than were their control 
group counterparts. 


KERCKHOFF, Alan C. (1976), Patterns of Marriage and 

Family Formation and Dissolution, 2 (March), 
261-275. 
Patterns of maie selection reflect a tendency toward ho- 
mogamy. Childbearing patterns vary by race, socioeco- 
nomic status, and religion, with conception control a pos- 
sible reason for the variation. Divorce and separation occur 
more frequently among black and poor couples, and there 
is some evidence that nonhomogamous marriages are bro- 
ken more often than homogamous ones. Despite the in- 
creased divorce rate and tendency of young peopie to delay 
marriage, there is little empirical support for a radical 
change in American marriage and family patterns. 


KERNAN, Jerome B. see Mizerski, Richard W. et al. 
(September 1979). 

KERNAN, Jerome B. see Unger, Lynette S. (March 1983). 

KESAVAN, R. see Srinivasan, V. (September 1976). 

KIKER, B. F. see Hunt, Janet C. (March 1981). 

KINNEAR, Thomas see LaBay, Duncan G. (December 
1981). 


KINSEY, Jean (1981), Determinants of Credit Card Ac- 
counts: An Application of Tobit Analysis, 8 (Septem- 
ber), 172-182. 

Tobit analysis was used to examine the relative importance 
of household characteristics in determining the number of 
credit card accounts per household. Results supported the- 





oretical predictions that households whose time was the 
most valuable would be most likely to have credit card 
accounts. This study suggests that Tobit analysis is useful 
for a broad range of consumer behavior studies. 


KISER, Clyde V. (1979), Comment on “Fertility as Con- 
sumption . . .”” by Richard P. Bagozzi and M. 
Frances Van Loo, 5 (March), 284-287. 


KLIPPEL, R. Eugene see Mazis, Michael B. et al. (June 
1975). 


KLUGE, E. Alan see Helgeson, James G. et al. (March 
1984). 


KOHN BERNING, Carol A. see Berning, Carol A. Kohn 
KOHOUT, Frank J. see Rudd, Joel (December 1983). 


KOURILSKY, Marilyn and Trudy MURRAY (1981), The 

Use of Economic Reasoning to Increase Satisfaction 
with Family Decision Making, 8 (September), 
183-188. 
This study examines whether parents and youngsters can 
be taught to apply economic reasoning to everyday family 
decisions, and whether such application increases their sat- 
isfaction with the decision-making process. The results 
show that instructional mediation increases levels of eco- 
nomic reasoning in family budgetary decisions, which in 
turn increases the level of children’s and parents’ satisfac- 
tion with the decision-making process. 


KRASNER, Leonard see Battalio, Raymond C. et al. 
(September 1974). 


KRISHNAMURTHI, Lakshman (1983), The Salience of 
Relevant Others and Its Effect on Individual and 


Joint Preferences: An Experimental Investigation, 10 
(June), 62-72. 


This article offers an approach to joint decision making 
that is an extension of the key informant approach. MBAs 
and their household partners were either prompted to or 
told not to take each other into consideration in stating 
their preferences for MBA jobs. The household partners 
came significantly closer to representing the joint position 
as a result of the prompt than did the MBAs; they were 
also more accurate in their perception of the other group's 
preferences. It is concluded that a key informant’s aware- 
ness that a decision is joint does not by itself enhance his/ 
her accuracy in predicting joint preferences; rather, accu- 
racy depends on a key informant’s knowledge of the other's 
preferences. 


KRISHNAMURTHI, Lakshman see Wittink, Dick R. et 
al. (March 1982). 


KROEBER-RIEL, Werner (1979), Activation Research: 
Psychobiological Approaches in Consumer Research, 
5 (March), 240-250. 

Activation is a psychobiological concept that plays an im- 
portant role in explaining consumer behavior. Following 
an introduction to the theory and measurement of activa- 
tion, results of experimental research in advertising effec- 
tiveness are presented. The stronger the activation elicited 
by a stimulus, the better was the level of cognitive perfor- 
mance—a relationship that poses new questions for con- 
sumer research. 

Comment: Ryan, 7 (June 1980), 92. 

Rejoinder: Kroeber-Riel, 7 (June 1980), 96. 


KUHN, Deanna see Capon, Noel (December 1980), 
(March 1982). 
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LABAY, Duncan G. and Thomas C. KINNEAR (1981), 
Exploring the Consumer Decision Process in the 
Adoption of Solar Energy Systems, 8 (December), 
271-278. 

This study examines residential solar energy systems 
within an adoption and diffusion of innovations frame- 
work. The findings indicate considerable differences be- 
tween adopters ani nonadopters on many measures. Mul- 
tivariate nominal scale analysis is used to develop 
classification models based on both attribute perceptions 
of solar energy systems and demographic characteristics. 


LADD, George W. and Martin ZOBER (1977), Model of 
Consumer Reaction to Product Characteristics, 4 
(September), 89-101. 

A model is presented that is similar to Lancaster’s model 
of consumer demand, but that does not use the most crit- 
icized assumptions of this model. Some empirical results 


are presented. Practical applications of the model are dis- 
cussed. 


LADD, George W. and Martin ZOBER (1979), Comment 
on Ratchford, 6 (June), 85-87. 


LAMBERT, Zarrel V., Paul L. DOERING, Eric GOLD- 

STEIN, and William C. MCCORMICK (1980), Pre- 
dispositions Toward Generic Drug Acceptance, 7 
(June), 14—23. 
This study examined the predispositions of persons, par- 
ticularly the elderly poor, toward substituting chemically 
equivalent generic drugs for more expensive brand name 
products prescribed by their physicians. The findings sug- 
gest that these persons are not prone to choose generic sub- 
stitutions for brand name drugs. 


LANDON, E. Laird, Jr. (1974), Self Concept, Ideal Self 

Concept, and Consumer Purchase Intentions, 1 (Sep- 
tember), 44-51. 
The present study presents prepurchase support ‘or a self 
concept/purchase intention link and also indicates that 
some subjects predominantly match product-image with 
self-image while others tend to match product-image with 
ideal self-image. 

LAROCHE, Michel and John A. HOWARD (1980), Non- 

linear Relations in a Complex Model of Buyer Be- 
havior, 6 (March), 377-388. 
Econometric techniques are used to test in a nonlinear 
fashion a model built around the learning subsystem of the 
Howard-Sheth theory of buyer behavior. Findings of non- 
linearities (including interactions) are shown to improve 
the R’’s, to be generally consistent with the theory, and to 
provide reyearchers with hypotheses to be tested in ether 
purchase situations. 

LEAVITT, Clark see Sternthal, Brian et al. (March 1978). 

LEE, Lucy Chao see Ferber, Robert (June 1974). 


LEHFELD, Alane K. see Derrick, Frederick W. (Septem- 
ber 1986). 

LEHMANN: Donald R. and William L. MOORE (1983), 
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LEHMANN, Donald R., Terrence V. O'BRIEN, John U. 
FARLEY, and John A. HOWARD (1974), Some Em- 
pirical Contributions to Buyer Behavior Theory, 1 
(December), 43-55. 


A comprehensive buyer behavior model is examined in the 
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context of a test market study utilizing a specially designed 
panel. The analysis uses both full-model cross-sectional 
and longitudinal procedures. Improvements for the hy- 
pothesized model are suggested, as well as implications for 
buyer behavior theories in general. 


LEHMANN, Donald R. see Farley, John U. et al. (Septem- 
ber 1978), (March 1982). 
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1981). 
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LEONARD-BARTON, Dorothy (1981), Voluntary Sim- 
plicity Lifestyles and Energy Conservation, 8 (De- 
cember), 243-252. 


This paper presents a behavioral index for measuring an 
individual’s tendency towards a lifestyle of voluntary sim- 
plicity, characterized by ecological awareness, attempts to 
become more self-sufficient, and efforts to decrease per- 
sonal consumption of goods. The index is shown to predict 
energy conservation and intention to purchase solar equip- 
ment. 


LEONARDI, Jean-Paul see Green, Robert T. et al. (March 
1983). 


LESSIG, V. Parker see Park, C. Whan (September 1977), 
(September 1981). 


LEUTHOLD, Jane H. (1981), Taxation and the Consump- 


tion of Household Time, 7 (March), 388-394. 

The impact of taxation on the allocation of time within 
households to market work, home production, and child 
care is empirically examined using cross-section data on a 
sample of two-earner families. Taxes are found to have lit- 
tle effect on the two-earner family’s allocation of time, 
compared with other factors, such as the number and ages 
of children in the family. 


LEVEDAHL, J. William (1980), The Impact of Permanent 

and Transitory Income on Household Automobile 
Expenditure, 7 (June), 55-66. 
Results indicate that transitory, relative to permanent, in- 
come affects the timing but not the magnitude of auto- 
mobile expenditure. Five permanent income estimators are 
used, including expected income reported by the house- 
holds. Predictions using this particular measure indicate 
instances of significant improvement, suggesting that di- 
rect measurement of anticipated income may help predict 
automobile expenditure. 


LEVINE, Adeline (1976), Educational and Occupational 
Choice: A Synthesis of Literature from Sociology and 
Psychology, 2 (March), 276-289. 


Major theories about educational and occupational attain- 
ment have stressed the final choices as the results of a de- 
velopment process. Many empirical studies have demon- 
strated that the major influences on educational and 
occupational attainments are socioeconomic origins, intel- 
ligence, race, and sex. A review of findings about these fac- 
tors, the family, schools, and other mediating variables is 
presented in which the problems of research are stressed, 
particularly the inadequacies of studies that ignore factors 
such as the demand for labor and business cycles. 


LINZ, Daniel see Heberlein, Thomas A. et al. (June 1982). 
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LITTMAN, Mark S. (1979), The 1980 Census of Popula- 
tion: Content and Coverage Improvement Plans, 6 
(September), 204-212. 


This paper outlines the questionnaire content of the 1980 
Census of Population, and provides a brief rationale for 
changes that have been made since the 1970 Census. In 
addition, coverage improvement plans that are new to the 
census operation are delineated. 


LOCANDER, William B. see Sparkman, Richard M., Jr. 
(December 1980). 


LOCKEMAN, Bradley D. see Newman, Joseph W. (De- 
cember 1975). 


LOUVIERE, Jordan J. and David A. HENSHER (1983), 
Using Discrete Choice Models with Experimental 
Design Data to Forecast Consumer Demand for a 
Unique Cultural Event, 10 (December), 348-361. 


An approach is developed to forecast participation in 
unique events with long gesiation periods. Experimental 
observations of choice are derived for conjoint measure- 
ment type multiattribute alternatives that describe possi- 
ble event configurations. The choice data are analyzed by 
means of discrete choice econometric models. A multinom- 
ial logit choice model is applied to forecast the choice of 
attendance at various types of international expositions. 
The empirical work was part of the planning efforts un- 
dertaken to investigate the potential demand for an inter- 
national exposition to be held in Eastern Australia in con- 
junction with the Australian 1988 bicentennial celebrations. 
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1983). 
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(1979), Task Complexity and Contingent Processing 
in Brand Choice, 6 (September), 154-165. 
Further evidence is presented that brand choice strategy is 
contingent upon task complexity. When three brands were 
presented, subjects used a compensatory strategy. When 
more than three brands were presented, subjects first elim- 
inated unacceptable alternatives using a noncompensatory 
strategy and then evaluated the remaining alternatives us- 
ing a compensatory process. 


LUTZ, Richard J. (1975), Changing Brand Attitudes 
Through Modification of Cognitive Structure, 1 
(March), 49-59. 


Experimental tests of two strategies for attitude change 
suggested by multiple attribute attitude models indicate 
that the strategy of changing consumers’ perceptions of 
brand attribute possession offers considerable potential. 
The viability of a strategy designed to change the values 
consumers attach to attributes, however, is less certain. 


LUTZ, Richard J. (1977), An Experimental Investigation 
of Causal Relations Among Cognitions, Affect, and 
Behavioral Intention, 3 (March), 197-208. 


The effects of messages designed to change belief and eval- 
uation components of cognitive structure are investigated 
within the context of the Extended Fishbein Model. Using 
a general linear model, causal patterns among cognitive 
and affective response variables are found to support the 
flow of effects generally hypothesized to operate in such 
situations. 

Comment: Dickson and Miniard, 4 (March 1978), 261. 
Rejoinder: Lutz, 4 (March 1978), 266. 
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Experiments in Consumer Research, 9 (December), 
225-239. 
This paper is concerned with generalizability issues in ex- 
perimental consumer research. In particular, it discusses 
how the usefulness of experimental results is affected by a 
consumer researcher's treatment of unmanipulated “back- 
ground” factors in designing and analyzing the experi- 
ment. 


LYNCH, John G., Jr. (1983), The Role of External Valid- 
ity in Theoretical Research, 10 (June), 109-111. 


LYNCH, John G., Jr. and Thomas K. SRULL (1982), 
Memory and Attentional Factors in Consumer 
Choice: Concepts and Research Methods, 9 (June), 
18—37. 


While consumer researchers have evinced considerable in- 
terest in cognitive processes in decision making, work has 
centered on the conscious meiital manipulation of product 
information. This paper addresses memory and attentional 
processes that may occur below the level of consciousness. 
Methods developed within the field of cognitive psychology 
are presented to supplement the standard process tracing 
methods commonly used by consumer researchers. 
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from a Product Class, 6 (December), 213-224. 


By focusing on consumer preference for single items, re- 
searchers have implicitly assumed that product choices are 
made independently of each other. For many product 
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482 


NICOSIA, Francesco M. and Robert N. MAYER (1976), 

Toward a Sociology of Consumption, 3 (September), 
65-75. 
The study of some psychological processes has become the 
main focus of consumer research; consequently, there has 
been a tendency to overlook the societal context in which 
consumers operate. The authors focus on several charac- 
teristics of societies which affect individual consumers, and 
suggest new research directions which delineate the do- 
main of a sociology of consumption and its potential con- 
tributions to private and public policy makers. 
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PENNOCK, Jean L. see Magrabi, Frances M. et al. (De- 
cember 1975). 


PERREAULT, William D., Jr. see Darden, William R. 
(September 1975). 


PERREAULT, William D., Jr. see Didow, Nicholas M.., Jr. 
et al. (December 1983). 


PESSEMIER, Edgar A., Albert C. BEMMAOR, and Dom- 
inique M. HANSSENS (1977), Willingness to Supply 
Human Body Parts: Some Empirical Results, 4 (De- 
cember), 131-140. 


Despite the serious shortage of human body parts for trans- 
plantation purposes, little research has been done to pro- 
vide guidance for action. Based on sample data, this pilot 
study examines the demographic and attitudinal charac- 
teristics of potential donors. The results have direct rele- 
vance for programs to increase the supply of body parts. 


PESSEMIER, Edgar A. see McAlister, Leigh (December 
1982). 


PESSEMIER, Edgar A. see Wilton, Peter C. (September 
1981). 


PETER, J. Paul and Lawrence X. TARPEY, Sr. (1975), A 
Comparative Analysis of Three Consumer Decision 
Strategies, 2 (June), 29-37. 

This study compared three alternative decision-making 
strategies in the consumer behavior literature: (1) minimi- 
zation of expected negative utility (perceived risk); (2) max- 
imization of expected positive utility (perceived return); 
and (3) maximization of expected net utility (net perceived 
return). The results of this study indicated that the net per- 
ceived return model could explain more variance in brand 
preference than the other two models. 

Note: The listing of the authors’ names is reversed in the 
table of contents for the issue. 


PETTY, Richard E., John T. CACIOPPO, and David 
SCHUMANN (1983), Central and Peripheral! Routes 
to Advertising Effectiveness: The Moderating Role 
of Involvement, 10 (September), 135-146. 
Undergraduates expressed their attitudes about a product 
after being exposed to a magazine ad under conditions of 
either high or low product involvement. The ad contained 
either strong or weak arguments for the product and fea- 


483 


tured either prominent sports celebrities or average citi- 
zens as endorsers. The manipulation of argument quality 
had a greater impact on attitudes under high than low in- 
volvement, but the manipulation of product endorser had 
a greater impact under low than high involvement. These 
results are consistent with the view that there are two rel- 
atively distinct routes to persuasion. 


PHILLIPS, Lynn W. see Calder, Bobby J. et al. (Septem- 
ber 1981), (December 1982), (June 1983). 


PITTS, Robert E., John F. WILLENBORG, and Daniel L. 
SHERRELL (1981), Consumer Adaptation to Gaso- 
line Price Increases, 8 (December), 322-330. 


This longitudinal study provides new evidence on house- 
hold response to gasoline price increases from 1973 to 1979. 
Household members of a consumer panel exhibited adap- 
tive behavior in miles driven and made adjustments in au- 
tomobile inventories. Attitudes also showed adaptive ten- 
dencies. Classification of consumers into behavioral groups 
indicated potential for identifying behavior influences in 
different population segments. 


PITTS, Robert E. and James L. WITTENBACH (1981), 
Tax Credits as a Means of Influencing Consumer Be- 
havior, 8 (December), 335-338. 


POOLE, W. Kenneth see Magrabi, Frances M. et al. (De- 
cember 1975). 


PORTIS, Bernard see Claxton, John D. et al. (December 
1974). 


PUNJ, Girish N. and Richard STAELIN (1983), A Model 
of Consumer Information Search Behavior for New 
Automobiles, 9 (March), 366—380. 


Information search is a critical component of the purchase 
decision process for most consumer durables. This paper 
postulates a descriptive model of information search and 
tests the hypothesized relationships using survey data ob- 
tained from a probability sample of new automobile pur- 
chasers. The results support the hypothesis that there are 
at least two unique components of prior knowledge: spe- 
cific product knowledge and general product-class knowl- 
edge. The former causes less external search, the latter 
causes more external search. Cost of search was found to 
be negatively related to external search, while external 
search was found to be positively related to cost savings. 
Satisfaction was found to be related to cost savings but not 
to external search. 


PUNJ, Girish N. and David W. STEWART (1983), An In- 
teraction Framework of Consumer Decision Making, 


10 (September), 181-196. 


Three streams of research on consumer decision pro- 
cesses—task characteristics, individual differences, and el- 
emental behavioral response analysis—are integrated 
within the conceptual framework of an interactionist 
model of consumer decision making. Taxonomies of task 
and individual difference characteristics are presented. It 
is suggested that a complete model of the consumer choice 
process must explicitly consider three components: task, 
individual difference, and task x individual difference in- 
teractions. 


PUNJ, Girish N. see Furse, David H. et al. (March 1984). 


PUTO, Christopher see Huber, Joel (June 1983). 
PUTO, Christopher see Huber, Joel et al. (June 1982). 
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VAN RAAIJ, W. Fred see Verhallen, Theo M. M. (Decem- 
ber 1981). 


RACHAL, J. Valley see Magrabi, Frances M. et al. (De- 
cember 1975). 


RAJ, S. P. (1982), The Effects of Advertising on High and 
Low Loyalty Consumer Segments, 9 (June), 77-89. 
Different advertising effects on purchase behavior of con- 
sumers of varying brand loyalty are investigated. In a fre- 
quently purchased product class, consumers of high loyalty 
increase brand and product purchase when advertising for 
that brand increases. Little switching occurs from compet- 
itive brands into the advertised brand. At low loyaities 
there is little impact. Effects of increased advertising carry 
over for a few months after advertising is lowered back to 
normal levels. 


RAJU, P. S. (1980), Optimum Stimulation Level: Its Re- 

lationship to Personality, Demographics, and Ex- 
ploratory Behavior, 7 (December), 272-282. 
Two studies are reported that examine the relationships 
between optimum stimulation level (OSL), selected per- 
sonality traits, demographic variables, and exploratory be- 
havior in the consumer context. The results show several 
significant correlations between OSL and the other vari- 
ables examined. Research and managerial implications of 
the results are outlined. 


RAO, Vithala R. (1980), Books on Quantitative Methods 
for Consumer Research, 7 (September), 198-210. 
This paper presents a systematic review of selected books 
published during the last five to ten years that deal with 
quantitative methods. A scheme for organizing various 
data analysis situations and appropriate techniques is de- 


veloped as a basis for this review. Some special issues on 
multivariate methods and opportunities for development 
of new methods are also discussed. 


RAO, Vithala R. and Darius Jal SABAVALA (1981), In- 
ference of Hierarchical Choice Processes from Panel 
Data, 8 (June), 85—96. 


This paper proposes a methodology based on clustering 
methods for inferring hierarchical choice processes from 
panel data for a homogeneous group of consumers. Details 
of the methodology are presented and implemented for one 
product category. 


RAO, Vithala R. see Green, Paul E. et al. (December 
1978). 


RATCHFORD, Brian T. (1975), The New Economic The- 

ory of Consumer Behavior: An Interpretive Essay, 2 
(September), 65-75. 
This paper attempts to summarize and integrate some re- 
cent economic theories of consumer behavior based on de- 
mand for underlying characteristics of goods. The impli- 
cations of these theories for research in consumer behavior 
are discussed, and an attempt is made to compare and in- 
tegrate these theories with recent developments in multi- 
attribute scaling and attitude models. 


RATCHFORD, Brian T. (1979), Operationalizing Eco- 
nomic Models of Demand for Product Characteris- 
tics, 6 (June), 76-85. 


This paper argues that tests of Lancaster’s economic theory 
presented in a recent article by George Ladd and Martin 
Zober are invalid, and that the theory presented by these 
authors also contains some problems. An alternative eco- 
nomic model of brand choice, which is more consistent 
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with current empirical models of brand preference and 
choice, is outlined and several possible applications are 
discussed. 

RATCHFORD, Brian T. and Manoj K. AGARWAL (1982), 
Estimating Demand Functions for Product Charac- 
teristics: Reply, 9 (September), 221-224. 


RATCHFORD, Brian T. see Agarwal, Manoj K. (Decem- 
ber 1980). 


RATCHFORD, Brian T. see Mahajan, Vijay et al. (Decem- 
ber 1978). 


REIBSTEIN, David J. (1978), The Prediction of Individ- 
ual Probabilities of Brand Choice, 5 (December), 
163-168. 


This paper investigates three alternative methods for esti- 
mating individual probabilities of brand choice: a multi- 
attribute attitude model, a dollar-metric model, and a con- 
stant sum scale. These approaches are compared to actual 
choice behavior in a controlled experimental setting, with 
the constant sum scale being the dominant method. 


REIBSTEIN, David J., Christopher H. LOVELOCK, and 
Ricardo de P. DOBSON (1980), The Direction of 
Causality Between Perceptions, Affect, and Behav- 
ior: An Application to Travel Behavior, 6 (March), 
370-376. 


This study investigates the relationship between percep- 
tions, affect, and behavior regarding choices of transpor- 
tation modes. Applying nonrecursive structural equations 
to a sample of over 800 respondents, the hypothesis that 
attitudes and behavior mutually influence each other is 
confirmed. It is also shown that affect can mediate the im- 
pact of attribute perception on behavior. 


REID, Leonard N., Herbert J. ROTFELD, and Roger D. 

WIMMER (1982), How Researchers Respond to Rep- 
lication Requests, 9 (September), 216-218. 
This note reports the results of a study that inquired into 
whether researchers actually maintain the information and 
materials necessary for replication and whether they are 
willing to provide them if requested to do so by other re- 
searchers. 


REID, Margaret G. (1977), How New Is the ‘‘New Home 
Economics’? Comment on ‘‘The ‘New Home Eco- 
nomics. . .’”’ by Marianne A. Ferber and Bonnie G. 
Birnbaum, 4 (December), 181-183. 


REILLY, Michael D. (1982), Working Wives and Conven- 
ience Consumption, 8 (March), 407-418. 
This paper examines role overload as a possible explana- 
tion for the lack of direct links between working-wife fam- 
ilies and convenience consumption. Role overload is com- 
bined with factors from past research in a structural- 
equation model. Parameters are estimated using LISREL 
IV on data provided by an area cluster sample of 186 house- 
holds from the Milwaukee SMSA. The resultant model is 
generally supportive of the proposed theory. 


REILLY, Michael D. see Wallendorf, Melanie (December 
1983). 


REINGEN, Peter H. (1978), On Inducing Compliance 
With Requests, 5 (September), 96-102. 


Six behavioral influence strategies of inducing people to 
comply with a request to donate money were investigated 
in a field experiment. The findings, replicated with a dif- 
ferent subject population, demonstrate the efficacy of sev- 
eral alternatives to a direct request for compliance. Possi- 
ble processes that could explain the results are discussed. 
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cember 1978). 


RICHINS, Marsha L. (1983), An Analysis of Consumer 

Interaction Styles in the Marketplace, 10 (June), 
73-82. 
This study examines how consumers interact with repre- 
sentatives of marketing institutions by investigating the 
individual difference variables of consumer assertion and 
aggression. The development of scales to measure these 
variables is reported along with the validating analyses, 
which indicate that consumers may be divided into four 
groups based on the interaction strategies they use. 


RIECKEN, Glen and A. Coskun SAMLI (1981), Measuring 
Children’s Attitudes Toward Television Commer- 
cials: Extension and Replication, 8 (June), 57-61. 
This article extends the reliability assessment of Rossiter’s 
short objective test for measuring children’s attitudes to- 
ward television commercials. The test is extended to three 
specific product categories. Rossiter’s original scale is also 
replicated. In all cases, high internal consistency and mod- 
erate test-retest reliability are found. 


RIGAUX, Benny P. see Davis, Harry (June 1974). 
RIP, Peter D. see Wright, Peter (September 1980). 


RITCHIE, J. R. Brent, Gordon H. G. MCDOUGALL, and 

John D. CLAXTON (1981), Complexities of House- 
hold Energy Consumption and Conservation, 8 (De- 
cember), 233-242. 
A national sample of Canadian households was used to re- 
late climatic variables, dwelling/appliance/vehicle descrip- 
tors, demographic characteristics, and attitudinal vari- 
ables to actual in-home energy consumption and self- 
reported gasoline consumption. Using split-sample repli- 
cations, dwelling and vehicle descriptors indicated a strong 
association with energy consumption, and both male and 
female attitudes indicated weak associations. 


RITCHIE, J. R. Brent see Claxton, John D. et al. (Decem- 
ber 1980). 


RITCHIE, J. R. Brent see Filiatrault, Pierre (September 
1980). 

RITCHIE, J. R. Brent see McDougall, Gordon H. G. et al. 
(December 1981). 

ROBERTSON, Thomas S. and John R. ROSSITER 
(1974), Children and Commercial Persuasion: An At- 
tribution Theory Analysis, 1 (June), 13-20. 


This article studies children’s levels of understanding of 


television commercials and the associated effects upon at- 
titudes and purchase request tendencies. Attribution the- 
ory, with its focus on perception of intent, is the research 
framework. The results suggest that when a child attri- 
butes persuasive intent to commercials, he believes them 
less, likes them less, and is less likely to want the products 
advertised. 

Comment: Ryans and Deutscher, 2 (December 1975), 237. 
Rejoinder: Robertson and Rossiter, 3 (June 1976), 58. 


ROBERTSON, Thomas S., John R. ROSSITER, and 
Terry C. GLEASON (1979), Children’s Receptivity to 
Proprietary Medicine Advertising, 6 (December), 
247-255. 


This study assesses the impact of proprietary medicine ad- 
vertising on children. Only limited support is found for a 
direct link between exposure to medicine commercials and 
a child’s beliefs, attitudes, and requests to parents regard- 
ing medicine. There is no evidence of a link between med- 
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icine advertising and a child’s use of proprietary medi- 
cines. 

ROBERTSON, Thomas S. and Yoram WIND (1980), Or- 
ganizational Psychographics and Innovativeness, 7 
(June), 24-31. 


This paper proposes a conceptual model of organizational 
psychographics to explain innovative buying behavior 
within organizations. The model is used to predict hospital 
adoption of new medical technology, and the results sug- 
gest that psychographics can improve our ability to un- 
derstand organizational innovativeness. 


ROBINSON, John P. (1977), The “News Home Econom- 
ics’’: Sexist, Unrealistic, or Simply Irrelevant? Com- 
ment on “The ‘New Home Economics. . .’”’ by 
Marianne A. Ferber and Bonnie G. Birnbaum, 4 (De- 
cember), 178-181. 


ROBINSON, John P. see Jackson-Beeck, Marilyn (March 
1981). 


ROBINSON, William T. see Fornell, Claes (March 1983). 


ROEDDER, Deborah L. (1981), Age Differences in Chil- 
dren’s Responses to Television Advertising: An In- 
formation-Processing Approach, 8 (September), 
144-153. 


Age differences in children’s responses to television adver- 
tising are examined from an information-processing per- 
spective. Evidence is reviewed that identifies age differ- 
ences in learning, and describes the mechanism underlying 
these differences. On the basis of these data, appropriate 
strategies to regulate advertising for different age segments 
are identified. 


ROGERS, Everett M. (1976), New Product Adoption and 
Diffusion, 2 (March), 290-301. 


This paper summarizes what we have learned from re- 
search on the diffusion of innovations that contributes to 
understanding new product adoption, discusses how the 
background of diffusion research affected its contributions 
and shortcomings, and indicates future research priorities. 
Diffusion research has played an important role in helping 
put social structure back in the communication process. 
Network analysis and field experiments are promising 
tools in diffusion studies. The diffusion model has aided 
our understanding of the consumption of new products. 


ROGERS, Robert D. (1979), Commentary on “The Ne- 
glected Variety Drive,’ 6 (June), 88-91. 


ROSEN, Dennis L. and Donald H. GRANBOIS (1983), 

Determinants of Role Structure in Family Financial 
Management, 10 (September), 253-258. 
Variables determining the role of husband and wife in fam- 
ily financial management are explored based on in-home, 
personal interviews. Financial tasks reflecting implemen- 
tation activities and two groupings of decisicn activities 
were related to component-score variables through dis- 
criminant function analysis. Sex-role attitude and educa- 
tional level were most important in determining the role 
structure of implementation tasks. Locus of control, wife's 
working status and reasons for work, and a measure of 
family life cycle were each significant in determining role 
structure for a grouping of decision tasks. 

ROSSITER, John R. (1977), Reliability of a Short Test 
Measuring Children’s Attitudes Toward TV Com- 
mercials, 3 (March), 179-184. 

This article presents a short objective test for measuring 
children’s attitudes toward television commercials. The 
test is shown to have high internal-consistency reliability 





(a = .69) and satisfactory test-retest reliability (r = .67) 
for a sample of 208 4th through 6th grade children. Exten- 
sion of the test for use with younger children and its mod- 
ification for measurement of children’s attitudes toward 
other forms of advertising are discussed. 


ROSSITER, John R. see Robertson, Thomas S. (June 
1974), (June 1976). 


ROSSITER, John R. see Robertson, Thomas S. et al. 
(December 1979). 


ROTFELD, Herbert J. see Reid, Leonard N. et al. (Sep- 
tember 1982). 


RUDD, Joel and Frank J. KOHOUT (1983), Individual 
and Group Consumer Information Acquisition in 
Brand Choice Situations, 10 (December), 303-309. 
Drawing on small groups research, family sociology, and 
consumer information processing research, behavioral pro- 
cess methodology is used to compare information acqui- 
sition depth and decision time across individuals, ad hoc 
cross-sex dyads, and married couples. Ad hoc dyads and 
nomina! groups (statistically paired individuals) acquired 
more information than did married couples; ad hoc dyads 
acquired more information than did individuals. The im- 
plications of the findings for our understanding of individ- 
ual and group consumer information acquisition are dis- 
cussed. 

RUSS, Frederick A. see Armstrong, Gary M. et al. (De- 
cember 1979). 


RUSSELL, James A. and Albert MEHRABIAN (1976), 
Environmental Variables in Consumer Research, 3 
(June), 62-63. 


Russell Belk’s explicit recognition of environmental vari- 
ables and their ability to explain and predict behavior is 
applauded. His approach to describing environmental dif- 
ferences is noted as lacking parsimony, however, and an 
alternative, more parsimonious, approach is suggested. 


RUSSO, J. Edward (1974), More Information is Better: 

A Reevaluation of Jacoby, Speller, and Kohn, 1 (De- 
cember), 68-72. 
A reanalysis of the data of Jacoby, Speller and Kohn (1974) 
shows that, in their experimental situation, consumers 
both wanted and benefited from more information. This 
analysis conflicts with the authors’ conclusions. 


RUSSO, J. Edward, Barbara L. METCALF, and Debra 

STEPHENS (1981), Identifying Misleading Advertis- 
ing, 8 (September), 119-131. 
A procedure for identifying misleading advertising is pre- 
sented, based solely on measured consumer beliefs. An ad- 
vertisement is misleading if an exposed group holds more 
false beliefs than a comparison group. When ten allegedly 
misleading advertisements were tested, two were identi- 
fied as incrementally misleading. and four others were 
shown to be exploitively misleading. 


RYAN, Michael J. (1980), Psychobiology and Consumer 
Research: A Problem of Construct Validity, 7 (June), 
92-96. 


RYAN, Michael J. (1982), Behavioral Intention Forma- 
tion: The Interdependency of Attitudinal and Social 
Influence Variables, 9 (December), 263-278. 
Fishbein and Ajzen have proposed a theory in which be- 
haviora! intention formation is a function of the separable 
effects of attitude and the social norm. A variable network 
is deduced from their writings that explicitly models com- 
plex variable interdependencies not previously subjected 
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to empirical testing. The findings from an experimental 
test support a model in which normative variables mediate 
the effects of both cognitive and normative information on 
behavioral intentions. Implications for the theory’s central 
equations and for information processing in general are 
discussed. 


RYAN, Michael J. and E. H. BONFIELD (1975), The Fish- 
bein Extended Model and Consumer Behavior, 2 
(September), 118-136. 


The theoretical development and empirical runnin test- 
ing the Fishbein “extended” or ‘‘behavioral intentions”’ 
model are described and evaluated. Discussion of concep- 
tual and methodological strengths and weaknesses leads to 
the proposal of a reconceptualized form of the model as a 
framework for future research. 


RYANS, Adrian B. and Terry DEUTSCHER (1975), Chil- 
dren and Commercial Persuasion: Some Comments, 
2 (December), 237-240. 


RYANS, Adrian B. and Charles B. WEINBERG (1978), 

Consumer Dynamics in Nonprofit Organizations, 5 
(September), 89-95. 
This study provides useful new insights on attendance be- 
havior of theater subscribers over time. The results are de- 
scribed and their implications explored—both for attract- 
ing subscribers and obtaining contributors. 


RYANS, Adrian B. see Heslop, Louise A. (March 1980) 
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SABAVALA, Darius Jal see Rao, Vithala R. (June 1981). 
SALOP, Steven C. see Beales, Howard et al. (June 1981). 
SAMLI, A. Coskun see Riecken, Glen (June 1981). 


SAWYER, Alan G. (1975), Demand Artifacts in Labora- 

tory Experiments in Consumer Research, 1! (March), 
20-30. 
Demand artifacts may influence the results of experiments 
in consumer behavior. After reviewing problems of demand 
artifacts, this article discusses four methods to investigate 
demand bias. Several suggestions involving experimental 
design, measures, and procedures to try to reduce demand 
problems in consumer research are presented. 


SCAMMON, Debra L. (1977), ‘Information Load” and 
Consumers, 4 (December), 148-155. 


Data from an experimental study situation suggest that 
increasing amounts of information cause consumers to di- 
vide their processing time among the pieces of information 
presented causing an apparent information overload. Sim- 
plified information enables more accurate identification of 
the objectively best brand but leaves subjects feeling dis- 
satisfied and desiring more information. 


SCANZONI, John (1977), Changing Sex Roles and 

Emerging Directions in Family Decision Making, 4 
(December), 185-188. 
This article introduces a new JCR feature. In addition to 
summarizing developments and discussing pending and 
ongoing research in specific areas of consumer behavior, it 
is hoped that Trends will stimulate further discussion and 
research in these areas. 
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sumption . . .”” by Richard P. Bagozzi and M. 
Frances Van Loo, 5 (March), 292-293. 


SCHANINGER, Charles M. (1976), Perceived Risk and 
Personality, 3 (September), 95—100. 


The relationships between perceived risk and personality 
measures believed to influence information processing 
were examined using correlational analyses. Perceived risk 
measures were positively related to a number of anxiety 
measures and negatively related to self-esteem and risk 
taking. No significant patterns of relationships were found 
between perceived risk and rigidity or between perceived 
risk and perceptual measures previously related to such 
traits as tolerance for ambiguity, ego control, and rigidity. 
The construct validity of psychophysical perceptual mea- 
sures of the personality traits of anxiety and rigidity was 
not supported. 


SCHANINGER, Charles M. and Chris T. ALLEN (1981), 

Wife’s Occupational Status as a Consumer Behavior 
Construct, 8 (September), 189-196. 
As a summary construct, wife’s occupational status is likely 
to capture the effects of a number of underlying forces that 
influence lifestyle and consumption patterns. Significant 
differences across wife’s occupational-status groups were 
found for food, beverage and alcohol consumption, makeup 
usage, clothing purchases, shopping behavior and deal 
proneness, media usage, and major and minor appliance 
ownership. 


SCHANINGER, Charles M. and Donald SCIGLIMPAG- 

LIA (1981), The Influence of Cognitive Personality 
Traits and Demographics on Consumer Information 
Acquisition, 8 (September), 208-216. 
Housewives were found to examine more cues and attri- 
butes for a durable-good information-display-board task 
than for comparable nondurable tasks. The number of cues 
drawn and of alternatives examined were positively related 
to tolerance for ambiguity and self-esteem, and negatively 
related to cognitive style and trait anxiety. Housewives 
who were older, later in the family life cycle, less educated, 
and homeowners tended to draw fewer cues and examine 
fewer alternatives. 


SCHLINGER, Mary Jane see Hornik, Jacob (March 
1981). 


SCHMITTLEIN, David C. and Donald G. MORRISON 
(1983), Measuring Miscomprehension for Televised 
Communications Using True—False Questions, 10 
(September), 147-156. 


Approaches to the measurement of miscomprehension are 
developed using true—false questions about the content of 
televised communications. Our model for individuals’ re- 
sponses to those questions includes the effect of guessing 
and yeasaying. An individual's true ability in answering 
the questions is the combination of two countervailing 
forces: the information the viewer has acquired from the 
communication, and the misinformation picked up at the 
same time. Jacoby, Hoyer, and Sheluga (1980) found that 
between one-quarter and one-third of what is seen on tele- 
vision is miscomprehended. We reinterpret this conclusion. 
Some new results regarding differences between types of 
televised communications are also reported. 
SCHNEIDER, Kenneth C. (1977), Prevention of Acciden- 
tal Poisoning Through Package and Label Design, 4 
(September), 67—74. 
This article reports findings of a study which investigated 
the possibility of controlling accidental childhood poison- 
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ing by designing packages and labels to reduce children’s 
attraction toward these products. The major conclusion of 
the article is that such an approach to poison control is 
feasible. 


SCHRAM, Vicki R. and Marilyn M. DUNSING (1981), 

Influences on Married Women’s Volunteer Work Par- 
ticipation, 7 (March), 372-379. 
The determination of whether or not married women par- 
ticipate in volunteer work, and the degree to which they 
participate, was investigated. The homemaker’s education 
and the husband's attitude about wives working outside 
the home were determinants of participation; home- 
maker's age, marital satisfaction, education, number of 
years lived in present home, length of residence in com- 
munity, and amount of time worked since marriage were 
determinants of amount of participation. 
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SCOTT, Carol A. (1977), Modifying Socially-Conscious 

Behavior: The Foot-in-the-Door Technique, 4 (De- 
cember), 156-164. 
The results of a field experiment conducted to test the ef- 
fectiveness of a behavioral influence strategy predicated on 
self-perception theory in producing persistent behavior 
change is reported here. The findings demonstrate the ef- 
ficacy of this approach, but provide only modest support 
for the self-perception explanation of its effects. 


SCOTT, Carol A. and Richard F. YALCH (1980), Con- 

sumer Response to Initial Product Trial: A Bayesian 
Analysis, 7 (June), 32-41. 
A Bayesian model was employed to assess consumer re- 
sponses to the trial of a new product when one situational 
and two information factors were varied. The results dem- 
onstrate a tendency to accept information consistent with 
one’s perceptions about the causes of behavior, and to re- 
ject information when it contradicts these attributions. 
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SHELUGA, David A., James JACCARD, and Jacob JA- 

COBY (1979), Preference, Search, and Choice: An In- 
tegrative Approach, 6 (September), 166-176. 
A framework for integrating a process-descriptive method 
of information search with methods of estimating attribute 
and product preference is described. Consumer choice for 
a product variation is examined within this framework. 
The data show that consumers make rational decisions 
based on searched information, but do not necessarily 
make predicted product-choice decisions when all avail- 
able product varieties and attribute information are taken 
into consideration. 


SHERRELL, Daniel L. see Pitts, Robert E. et al. (Decem- 
ber 1981). 





SHERRY, John F., Jr. (1983), Gift Giving in Anthropo- 


logical Perspective, 10 (September), 157-168. 

Gift giving is a universal behavior that stil] awaits satis- 
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Wolf 


3 (Dec. 1976) 
4 (Dec. 1977) 
1 (Mar. 1975) 
3 (Mar. 1977) 
4 (Mar. 1978) 
4 (Mar. 1978) 


2 (June 1975) 
10 (Sept. 1983) 
1 (Dec. 1974) 


9 (Dec. 1982) 
9 (Dec. 1982) 
2 (Sept. 1975) 


1 (Mar. 1975) 
9 (June 1982) 
3 (Sept. 1976) 
1 (Mar. 1975) 


8 (Mar. 1982) 
1 (Mar. 1975) 


Negative Information See Attribution Theory and 


Self-Perception 


New Products 
Bither and Wright 
Etgar and Goodwin 
Farley, Katz, and Lehmann 
Midgley and Dowling 
Moore and Holbrook 
Scott and Yalch 
Shoemaker and Shoaf 


Nutrition 
Fine 
Hauver, Goodman, and Grainer 
Jacoby, Chestnut, and Silberman 
Morgan, Metzen, and Johnson 


Also see Health Care Research 


Older and Low-Income Consumers 
Bearden and Mason 
Hauver, Goodman, and Grainer 
Lambert et al. 


Tienda and Aborampah 
Warriner 


Perceived Risk 
Peter and Tarpey 
Schaninger 
Shimp and Bearden 
Shoemaker and Shoaf 


Personality 
Ahmed and Jackson 
Becherer and Richard 
Bourgeois and Barnes 
Brooker 
Brooker 
Burnett 
Calder and Burnkrant 
Clee and Wicklund 
Darden and Perreault 
Goldberg 
Hirschman 
Hornik and Schlinger 
Landon 
Leonard-Barton 


4 (June 1977) 
8 (Mar. 1982) 
5 (Sept. 1978) 


4 (Mar. 1978) 
9 (Sept. 1982) 
7 (June 1980) 
2 (Sept. 1975) 


7 (June 1980) 
8 (June 1981) 
4 (Sept. 1977} 
6 (June 1979) 


7 (Sept. 1980) 
8 (June 1981) 
7 (June 1980) 


8 (Dec. 1981) 
8 (Dec. 1981) 


2 (June 1975) 
3 (Sept. 1976) 
9 (June 1982) 
2 (Sept. 1975) 


5 (Mar. 1979) 
5 (Dec. 1978) 
5 (Mar. 1979) 


3 (Sept. 1976) 
5 (Sept. 1978) 
8 (June 1981) 


4 (June 1977) 
6 (Mar. 1980) 
2 (Sept. 1975) 
3 (Dec. 1976) 
7 (Dec. 1980) 
7 (Mar. 1981) 
1 (Sept. 1974) 
8 (Dec. 1981) 
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Mayer 

Punj and Stewart 
Raju 

Richins 

Robertson and Wind 
Schaninger 
Schaninger and Allen 
Schaninger and Sciglimpaglia 
Sirgy 

Villani & Wind 
Webster 

Wright 


Persuasion 
Etgar and Goodwin 
Sternthal and Craig 
Wright 
Wright and Rip 


3 (Sept. 1976) 


10 (Sept. 1983) 


7 (Dec. 1980) 


10 (June 1983) 


7 (June 1980) 
3 (Sept. 1976) 
8 (Sept. 1981) 


8 (Sept. 1981) 
9 (Dec. 1982) 
2 (Dec. 1975) 


2 (Dec. 1975) 
2 (June 1975) 


8 (Mar. 1982) 
1 (Dec. 1974) 
7 (Sept. 1980) 
7 (Sept. 1980) 


Philosophy of Science See Validity and Reliability 


Physiological Research 
Hansen 
Krober-Riel 
Krober-Riel 
Ryan 
Smead, Wilcox, and Wilkes 


Prefer »nce Judgements 
Agarwal and Ratchford 
Batsell 
Bither and Wright 


McAlister 
Nelson 
Ratchford and Agarwal 


Shelgua, Jaccard, and Jacoby 

Weitz and Wright 

Also see Choice Models 
Information Processing 


Price Research 
Archibald, Haulman, and Moody 
Etgar and Malhotra 
Hagerty 
Heslop, Moran, and Cousineau 
Monroe 
Shimp and Bearden 
Zeithaml 


Prior Knowledge 
Bettman 
Park and Lessig 
Punj and Staelin 


Product and Brand Choice 
Batsell 
Bernardo and Blin 
Bettman 


Bettman and Park 

Bettman and Zins 
Blattberg, Peacock, and Sen 
Blin 

Hutton and Wilkie 
Kehret-Ward and Yalch 


LaBay and Kinnear 
Lussier and Olshavsky 
Mahajan, Jain, and Ratchford 


8 (June 1981) 
5 (Mar. 1979) 
7 (June 1980) 


7 (June 1980) 
8 (June 1981) 


7 (Dec. 1980) 
7 (June 1980) 
4 (June 1977) 


6 (Dec. 1979) 
9 (Sept. 1982) 
9 (Sept. 1982) 


6 (Sept. 1979) 
6 (Dec. 1979) 


9 (Mar. 1983) 
8 (Sept. 1981) 
5 (Dec. 1978) 


8 (Dec. 1981) 
3 (June 1976) 
9 (June 1982) 
8 (Mar. 1982) 


7 (Dic. 1980) 
8 (Sept. 1981) 
9 (Mar. 1983) 


7 (June 1980) 
4 (Sept. 1977) 
1 (June 1974) 
7 (Dec. 1980) 
6 (Sept. 1979) 
3 (Dec. 1976) 


6 (Dec. 1979) 
6 (Mar. 1980) 


10 (Mar. 1984) 


8 (Dec. 1981) 
6 (Sept. 1979) 
5 (Dec. 1978) 





SUBJECT INDEX 


Retailing 
Hubbard 
Monroe and Guitinan 


McGuire 2 (Mar. 1976) 
Monroe and Guiltinan 2 (June 1975) 


Nakanishi, Cooper, and Kassarjian 1 (Sept. 1974) 
Park 5 (Sept. 1978) 
Peter and Tarpey 2 (June 1975) 
Raj 9 (June 1982) 


Reibstein 5 (Dec. 1978) 
Sheluga, Jaccard, and Jacoby 


5 (June 1978) 1 
2 (June 1975) 19 


Risk Perception See Perceived Risk 
Role Theory See Sociological Analysis 
Satisfaction See Consumer Satisfaction/Dissatisfaction 


Search Behavior See Information Search 


Shugan 

Srinivasan and Kesavan 
Weitz and Wright 
Wright and Rip 


6 (Sept. 1979) 
7 (Sept. 1980) 
3 (Sept. 1976) 
6 (Dec. 1979) 
7 (Sept. 1980) 


Product Familiarity See Information Processing 


Product Safety and Product Liability 
Morgan and Avrunin 
Shimp and Bearden 
Staelin 


Psychographics See Personality 


Public/Not-For-Profit Marketing 
Andreasen and Belk 
Beales et al. 
Currim, Weinberg, and Wittink 
Ryans and Weinberg 


Public Policy 
Adams 
Ahmed and Jackson 
Anderson and Claxton 


Beales et al. 
Belk, Painter, and Semenik 
Bennett and Moore 


Bettman and Kakkar 
Bourgeois and Barnes 
Brooker 


Crosby and Taylor 

Day and Brandt 

Fine 

Fornell and Robinson 

Hauver, Goodman, and Grainer 
Heberlein, Linz, and Ortiz 


Heslop, Moran, and Cousineau 
Jolibert and Baumgartner 
Juster 

Mayer 

McNeil 

NcNeil 

Miller and Sturdivant 

Morgan and Avrunin 
Olshavsky and Summers 


Schneider 

Shimp, Dyer, and Divita 
Staelin 

Warriner 

Webbink 

Webster 

Wright 


9 (June 1982) 
9 (June 1982) 
5 (June 1978) 


7 (Sept. 1980) 
8 (June 1981) 
8 (June 1981) 
5 (Sept. 1978) 


1 (Dec. 1974) 
5 (Mar. 1979) 
9 (Sept. 1982) 


8 (June 1981) 
8 (Dec. 1981) 
8 (Dec. 1981) 


3 (Mar. 1977) 
5 (Mar. 1979) 
3 (Sept. 1976) 


9 (Mar. 1983) 
1 (June 1974) 
7 (June 1980) 


9 (Mar. 1983) 
8 (June 1981) 
9 (June 1982) 


8 (Dec. 1981) 
8 (June 1981) 
1 (Dec. 1974) 


3 (Sept. 1976) 
1 (Dec. 1974) 
1 (Mar. 1975) 
4 (June 1977) 
9 (June 1982) 
1 (June 1974) 


4 (Sept. 1977) 
3 (June 1976) 
5 (June 1978) 


8 (Dec. 1981) 
5 (Dec. 1978) 
2 (Dec. 1975) 
6 (Dec. 1979) 


Reference Groups See Group and Interpersonal 


Influence 


Reliability See Validity and Reliability 


Self-Concept See Personality 


Perception 


Sex Roles 


Ferber and Birnbaum 
Scanzoni 
Venkatesh 


Also see Family Decision Making 


Women in the Work Force 


Situational Factors 


Barker 

Becherer and Richard 
Belk 

Belk 

Belk 

Hansen 

Raju 

Russell and Mehrabian 
Wicker 


Social Class 


Coleman 
Foxall 
Jain 
Mayer 
Webster 


Bagozzi and van Loo 
Bagozzi and van Loo 
Coleman 


Green et al. 
Hirschman 
Kiser 


Liebenstein 
Namboodiri 

Nicosia and Mayer 
Rosen and Granbois 
Scanzoni 

Solomon 

Thomas 

Turchi 

Wallendorf and Reilly 


Source Cre? ibility 


Dholakia and Sternthal 

Stanley 

Sternthal and Dholakia 
Sternthal, Dholakia, and Leavitt 


Segmentation See Market Segmentation 


Self-Perception See Attribution Theory and Self- 


7 (Dec. 1980) 
4 (Dec. 1977) 
7 (Sept. 1980) 


2 (Dec. 1975) 
5 (Dec. 1978) 
2 (Dec. 1975) 


2 (Dec. 1975) 
3 (Dec. 1976) 
3 (Dec. 1976) 
7 (Dec. 1980) 
3 (June 1976) 
2 (Dec. 1975) 


10 (Dec. 1983) 
2 (June 1975) 
2 (June 1975) 


3 (Sept. 1976) 
2 (Dec. 1975) 


Social Responsibility See Public Policy 
Sociological Analysis 


4 (Mar. 1978) 
5 (Mar. i979) 
10 (Dec. 1983) 


9 (Mar. 1983) 
7 (Dec. 1980) 
5 (Mar. 1979) 


5 (Mar. 1979) 
5 (Mar. 1979) 
3 (Sept. 1976) 


10 (Sept. 1983) 
5 (Mar. 1979) 
10 (Dec. 1983) 


9 (Sept. 1982) 
5 (Mar. 1979) 
10 (Dec. 1983) 


3 (Mar. 1977) 
5 (June 1978) 
5 (June 1978) 
4 (Mar. 1978) 


263 
185 
189 


165 
159 
157 


235 
175 
117 
272 

62 
165 


265 
60 
53 


113 
188 


Social Influence See Group and Interpersonal Influence 
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Symbolic Consumer Behavior 
Belk, Bahn, and Mayer 
Belk, Mayer, and Driscoll 
Holbrook and Hirschman 
Kehret-Ward and Yalch 
Solomon 

Time 
Bryant and Gerner 
Cherlow 
Feldman and Hornik 
Ferber and Birnbaum 
Ferber and Birnbaum 
Graham 
Graham 
Holbrook and Lehmann 
Hornik and Schlinger 
Hunt and Kiker 
Jackson-Beeck and Robinson 
Jacoby, Szybillo, and Berning 
Leuthold 
Menefee 
Nichols and Fox 
Olshavsky 
Reid 
Robinson 
Shimp 
Stroeber and Weinberg 


Also see Leisure and Recreation 


Women in the Work Force 


Transportation/Travel 


Barff, MacKay, and Olshavsky 
Cherilow 

Hubbard 

Reibstein, Lovelock, and Dobson 


Also see Leisure and Recreation 


9 (June 1982) 
10 (Mar. 1984) 
9 (Sept. 1982) 
10 (Mar. 1984) 
10 (Dec. 1983) 


8 (Sept. 1981) 
7 (Mar. 1981) 
7 (Mar. 1981) 


4 (June 1977) 
4 (Dec. 1977) 
7 (Mar. 1981) 


9 (June 1982) 
7 (Mar. 1981) 
7 (Mar. 1981) 


7 (Mar. 1981: 
7 (Mar. 1981) 
2 (Mar. 1976) 


7 (Mar. 1981) 
8 (Mar. 1982) 
10 (Sept. 1983) 


6 (Mar. 1980) 
4 (Dec. 1977) 
4 (Dec. 1977) 


9 (June 1982) 
6 (Mar. 1980) 


8 (Mar. 1982) 
7 (Mar. 1981) 
5 (June 1978) 
6 (Mar. 1980) 


TV Advertising See Advertising Effects 


Validity and Reliability 
Acito, Anderson, and Engledow 
Bagozzi 
Brooker 


Calder, Phillips, and Tybout 
Calder, Phillips, and Tybout 
Calder, Phillips, and Tybout 
Fornell 

Holbrook, Moore, and Winer 
Krober-Riel 


7 (Sept. 1980) 
9 (Mar. 1983) 
5 (Sept. 1978) 


8 (Sept. 1981) 
9 (Dec. 1982) 
10 (June 1983) 


9 (Mar. 1983) 


9 (June 1982) 
7 (June 1980) 
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Laroche and Howard 
Lehmann and Moore 
Lehmann et al. 

Lynch 

Lynch 

McGrath and Brinberg 
Monroe 

Moore and Holbrook 

Reid, Rotfeld, and Wimmer 
Ryan 

Sawyer 

Singer 

Smead, Wilcox, and Wilkes 


Variety-Seeking Behavior 


Faison 

McAlister 

McAlister and Pessemier 
Rogers 


Voting Behavior 


Ahmed and Jackson 
Chapman and Palda 
Crosby and Taylor 


Mahajan, Jain, and Ratchford 
Nakanishi, Cooper, and Kassarjian 
Swinyard and Coney 


Women in the Work Force 


Douglas 
Ferber and Birnbaum 
Ferber and Birnbaum 


Ferber and Birnbaum 
Hafstrom and Dunsing 
Hunt and Kiker 
Nickols and Fox 

Reid 

Reilly 

Robinson 

Schaninger and Allen 
Strober and Weinberg 
Strober and Weinberg 
Weinberg and Winer 
Also see Family Life Cycle 


6 (Mar. 1980) 
10 (June 1983) 
1 (Dec. 1974) 


9 (Dec. 1982) 
10 (June 1983) 
10 (June 1983) 


3 (June 1976) 
9 (Sept. 1982) 
9 (Sept. 1982) 


7 (June 1980) 
1 (Mar. 1975) 
5 (June 1978) 
8 (June 1981) 


4 (Dec. 1977) 
9 (Sept. 1982) 
9 (Dec. 1982) 
6 (June 1979) 


5 (Mar. 1979) 
9 (Mar. 1983) 
9 (Mar. 1983) 


5 (Dec. 1978) 
1 (Sept. 1974) 
5 (Dec. 1978) 


3 (June 1976) 
4 (June 1977) 
4 (Dec. 1977) 
7 (Dec. 1980) 
5 (Dec. 1978) 
7 (Mar. 1981) 


10 (Sept. 1983) 
4 (Dec. 1977) 
8 (Mar. 1982) 
4 (Dec. 1977) 
8 (Sept. 1981) 
4 (Dec. 1977) 
6 (Mar. 1980) 

10 (Sept. 1983) 


Working Wives See Women in the Work Force 
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